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Richards-Wilcox No. 719 Vanishing ~~~ 
House Door Hanger and wood lined 
track installation in ordinary 2 x 4 
studded house partition, showing ap- 
plication of hanger and track to 
header and door. 


COeeeoeeeeeeeeeeoeoees er ©0808 d 00% 


with R-W Residential 


Vanishing Door Hangers 


Designed for use in 2” x 4” Studded Walls! 


Present-day home building costs require maxi- 
mum use of all available floor space. That is 
why Richards-Wilcox Vanishing (sliding) 
House Doors are now more popular than ever. 
Floor space “‘wasted’”’ due to the swinging arc 
of hinged doors can be fully utilized with van- 


ishing doors . . . furniture, pictures, lighting 
fixtures can be located conveniently and cor- 
rectly. 


And with R-W Vanishing House Doors there 
is no extra construction cost! The R-W ‘‘Ordi- 
nary Wall’ pocket permits installation of van- 
ishing doors in standard 2” x 4” studded par- 
titions. Get complete details from your nearest 
Richards-Wilcox office—free consultation 
available without obligation. 


(Left) Mill construction of R-W designed “Ordinary Wall” 
pocket for installing vanishing house doors operating on R-W 
No. 719 house door hangers in ordinary 2 x 4 studded parti- 
tion. This construction, developed by Richards-Wilcox engi- 
neering department, solves the problem of builders and archi- 
tects who desire to get the advantages of “Richards- Wilcox” 
Vanishing House Doors without increasing the thickness of the 
ordinary 2 x 4 studded partitions. 
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20-YEAR HIGH IN HOME BUILDING was reached in June ac- 


cording to official Bureau of Labor Statistics reports. Continuing 
the upward climb of previous months, 75,000 new permanent houses 
were started in June as compared with 72,500 in May of this year 
and 64,100 in June, 1946. During the first half of 1947 a total of 
358,800 houses were started, compared with 340,100 during the 
same period last year. The completions picture was brighter 
too, with more than 62,800 new permanent units being finished in 
June as compared to 30,600 for June of last year. In the first half 
of 1947 a total of 362,800 new permanent units were completed, 
compared with 128,600 for the same period of last year. 





SUBSTANTIAL DENT IN HOUSING NEEDS can be made this 


year said the National Association of Home Builders after reviewing 
the above figures. “Private home builders are doing a truly re- 
markable job,’ asserted Frank W. Cortright, executive vice presi- 
dent of the group. “In less than 24 months home builders have hit 
the highest production rate in 20 years. Not many other industrial 
groups can say the same. And now that regulations are off, we'll 














SNUBS SUBSIDY 


Payments invite government 
control, says manufacturer 


RETURNING $3,600 in federal 
subsidies for production of nails 
above the company’s quota and 
waiving claims on an additional 
$4,420, Frank R. Nichols, president 
of the Nichols Wire and Steel Co., 
wrote his congressman as follows: 

“We have stood on our own feet 
without governmental assistance 
for 40-odd years and we don’t want 
to, nor do we need to, lean on Uncle 
Sam. 

“It was clearly our responsibility 
to make as many nails as possible 
and we dislike the idea of having 
the government subsidize us out of 
the taxpayers’ pockets to cajole us 
into doing what was proper. To 
accept subsidies is simply to invite 
government control.” 


ADAPTABLE 


Is! go forward even faster.” New I-E house will take any 
type of masonry construction 
ea HOUSING EXPEDITER FRANK R. CREEDON predicted that home THE industry-engineered home 
g) building would continue at high levels for a while despite termi- which is being developed by the 
ae. nation of controls over non-residential construction. The momentum et oe and Phos 
vse attained previous to the ending of the controls, he explained, looked tional Retail Lumber Dealers Asso- 
| like it would carry through into August. ciation is adaptable to any type of 
in- masonry construction, according to 
ng Roy A. Shipley, president of the 
or- FHA SET A RECORD, too, by receiving in June more applica- Structural Clay Products Institute. 
tions for mortgage insurance than in any previous month in its I-E houses can be constructed 
ore experience. Commissioner Raymond M. Foley announced that June with solid brick, brick veneer, brick 
di- applications involving new construction covered a total of 48,755 and tile or cavity wall con- 
aaa, new units. This surpassed the previous high established in March struction, Shipley says. Substan- 
ii 1942. The figure was more than five times the volume received tial savings, he adds, will be re- 
il in June a year ago and represented an increase of nearly 25 per- alized by the use of new modular 
a cent over April 1947, the previous high for this year. sizes of brick and tile. Economies 
on will result from less cutting and 
; fitting of materials, saving both 
WAGE HIKES AT 29 YARDS in Minneapolis and suburbs were time and labor, also a distinct sav- 
vi stipulated in a contract which the dealers signed with an AFL ing in production, inasmuch as 
Ww teamster union. A 13 cent hourly pay increase and six paid holi- manufacturers will produce fewer 
arti- days per year were agreed upon for 250 employees of the firms sizes of brick and tile. 
ngi- involved. Permanent arbitration machinery for settling future dis- 
rchi- putes was also set up. Prior to the new contract, hourly pay rates REDUCING COSTS 
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at the yards involved were 92 cents for yard laborers, $1.02 for 
truck drivers and $1.12 for hardwood graders and scalers. 


BUILDING CODES NEED REVISION Tyler S. Rogers, president 


of the Producers’ Council, stated last week. ‘Although good prog- 
ress has been made in the modernization of local codes since the 
end of the war, many communities have not yet begun to work 
on the problem,” he said. “In view of the urgent need for lowering 
the cost of building . code provisions which prevent the use 
of new money-saving materials or methods or which add unneces- 
sarily to the cost of building should be revised and modernized 
at the earliest possible date.” 
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Tyler points to five factors 
at work in building industry 


FIVE factors are operating to 
reduce the cost of constructing 
homes and other buildings in the 
immediate future, Tyler S. Rogers, 
president of the Producers’ Coun- 
cil, declared recently in an address 
delivered before the annual conven- 
tion of the American Institute of 
Architects. 

“First, a steadily increasing sup- 
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ONE DEALER WE KNOW 
Does an Annual Volume 


of 
$200,000.00 
On PLYWOOD Alone! 
He Finds 


SELECTION OF THE RIGHT 
PLYWOOD FOR THE JOB 


Means 


® More Satisfied Customers 
e More Sales and Profits 


He Does This by 


STOCKING a SELECTION 
of All These Plywoods 
Now Available 


@ BIRCH @ MAPLE 
@ YELLOW PINE 

@ POPLAR © GUM 
®@ MAHOGANY 

@ WALNUT @ OAK 


We Can Now Reveal 
How It Is Done! 


WRITE TODAY 


For Illustrated Folder on 


A PLYWOOD CENTER 
For Your City 


Address Inquiries to: 


AETNA 
Plywood and Veneer 





Company 
1732 Elston Avenue 
Chicago 22, Illinois 


Phone 
ARMitage 7100 


Teletype 
fof ci To} 


Write for latest Teleply Ticker price list. 
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ply of materials is eliminating cost- 
ly delays in construction. 

“Second, competition is becoming 
keener in every branch of the in- 
dustry. 

“Third, the entire industry is re- 
gaining its prewar efficiency in the 
production, distribution and on-site 
assembly of materials and equip- 
ment. 

“Fourth, the productivity of 
labor is increasing gradually 
throughout the industry and fur- 
ther improvement can be expected 
as times passes. 

“Fifth, improved building ma- 
terials and cost reducing building 
techniques are coming into wider 
use.” 


CLASSIFIED AD 
Old-fangled dish washer is 


preferred, replies indicate 
THE pulling power of classified 
advertisements sometimes brings 
some strange results. Louis Car- 
ruthers of Carruthers & Son Lum- 
ber Co., Memphis, sends one of its 
classifieds that was misunderstood. 
It read: 
“Let me wash your dishes three 
times a day. I wash and dry them 
in four minutes and it only costs 


you $5.22 a month FHA. | ¢ay 
be reached during the day at Kit. 
chens, Inc., 2665 Broad. 48-9962 
Call for me by name. Miss Kaiser. 
dishwasher. Will move out of 
town. Just write me.” 

Results: one letter to “Migs 
Kaiser” proposing marriage; ap- 
other letter from a man who offered 
“Miss Kaiser” a job in his home at 
$15 a month, room and board. Al 
she would have to do is keep house 
for the man and his wife. 


TEXAS CONVENTION 


GALVESTON has again been 
selected as the site of the annua! 
convention of the Lumbermen’s As. 
sociation of Texas. The 62nd ap- 
nual session will be held there on 
April 18-21. 

Exhibits will be open to the pub- 
lic for two nights—Sunday prior 
to the opening and Tuesday night 
The exhibit space is being air con- 
ditioned. 


HOO-HOO CONVENTION 


Keen interest in the forthcoming 
convention of the Concatenated Orde: 
of Hoo-Hoo is being manifested 
throughout the lumber industry. This 
56th Convention will be held at Spo- 
kane, Wash., Sept. 9 and 10, 1947. 

Spokane Hoo-Hoo are making prep- 


arations for a royal welcome. Hal R. 
Dixon, Supreme Senior Hoo-Hoo, has 
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EXPECTS 
TO HAVE A 
PERMANENT 
OPERATION 


Kinzua is young in years, in comparison with many 
lumber operations. But in the 20 years since Kinzua 
sawed its first famous “Quality Guaranteed” Ponderosa 
Pine board, Kinzua has nevertheless made history. In 
that 20 years Kinzua has laid the groundwork for what 
we expect will provide in due time a _ continuous 
operation. 


coming 
1 Orde 
nifested 
Vy. This 
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947. 
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Hal R. 
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Shortly after organization, Kinzua began rounding 
out its timber supply for cyclical harvesting. A few 
years ago all Kinzua timberlands were laid out as a 
vast tree farm. Under this program Kinzua harvests 
each year the more mature trees on a certain area, 
leaving the younger growth, saplings and seedlings for 
future development and harvest. 


As the big, fully-grown trees are harvested, the 
younger trees get more room and sun and air and 
moisture—and their growth is thereby accelerated. 





TIM | 


Kinzua is truly growing timber as a crop—and expects 
to have a perpetual harvest of fine quality saw logs to 
provide you—the customer—with a continuous supply 
of famous Kinzua “Quality Guaranteed” Ponderosa 
Pine lumber. 
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Western Wholesalers 
Serving More 
Customers 


Except for shop grades — which 
still continue in short supply as 
compared with demand — most 
Western Woods are now in fairly 
favorable position. While demand 
for kiln dried items continues 
strong and some mills are booked 
well ahead, your Western Whole- 


salers are now able in most 
instances to meet customers’ 
requirements with reasonable 
promptness. 





Morrill & Sturgeon 


Lumber Co. 
Yeon Blag.. Portland, Ore. 


MORSTURG 
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Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 
WALES LUMBERCOMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 
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564 Market St., San Francisco 4, Cal. 
MAUK SEATTLE LUMBER COMPANY 
SEATTLE, WASH. 
HOMESTEAD BRAND 
WESTERN LUMBER MERCHANTS 








CARL SODERBERG oes Sem. 
LUMBER COMPANY Site.’ ore). 


Manufacturers and Wholesalers yrtinetin 





Duncan Lumber Co., Inc. 
White Bldg., Seattle | 


Specializing in dimension. and boards. 


Edward J. Sherman Lumber Sales 
Board of Trade Building 
Portland 4, Oregon 
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worked out a nice blending of Hoo- 
Hoo business, educational and social 
programs. The General Convention 
Chairman is Grant Dixon, Jr. 

The formal two-day session will be 
devoted primarily to the business of 
Hoo-Hoo, but panel discussions of 
vital interest to the lumber industry 
will highlight the program. Mem- 
bers attending are invited to plan to 
be in Spokane on September 8 on 
which day a pre-convention informal 
program is scheduled. Post-conven- 
tion trips to Coulee Dam and the 
Lewiston Weyerhaeuser Plant are 
planned for September 11. 

Early reports to National Secre- 
tary, B. F. Springer indicate a large 
attendance from every Jurisdiction 
and from all parts of the country. 


CORRESPONDENCE COURSE 


International Correspondence 
Schools, Scranton 9, Pa., have devel- 
oped a correspondence course based 
largely on the content of the famous 
30-day college training courses spon- 
sored by National Retail Lumber 
Dealers Association. Information is 
available direct from ICS or from 
your regional association secretary. 

M. N. Chamberlain, NRLDA Direc- 
tor of Education, said: “The great 
variety of subjects available from 
ICS makes possible courses which are 
tailored to the specific needs of any 
dealer . . . It is recommended that 
state and regional dealer associations 
enter into a cooperative training ar- 
rangement with ICS in order to ob- 
tain the 15 percent cooperative dis- 
count for their memberships.” 


CONVENTION SCHEDULE 


Here is the first release of the 1948 
convention schedule. This early re- 
lease, two months sooner than usual, 
was possible through the cooperation 
of retail association secretaries with 
the Building Material Exhibitors As- 
sociation. Keep it for reference. 

Oct. 14-15—Oklahoma Lumber- 
mens Association, Oklahoma City, 
Municipal Auditorium and Skirvin 
Hotel. 

The above convention will be held 
this fall, all others in 1948. 

Jan. 12-14— Kentucky Retail 
Lumber Dealers Association, Louis- 
ville, Brown Hotel, exhibits. 

Jan. 12-14—Northwestern Lum- 
bermen’s Association, Minneapolis, 
Auditorium, exhibits. 

Jan. 20-22—Ohio Association of 
Retail Lumber Dealers, Cleveland, 
Auditorium, exhibits. 

Jan. 26-28—Northeastern Retail 
Lumbermens’ Association, New 
York, Hotel Pennsylvania, exhibits. 

Jan. 27-29—Middle Atlantic 
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Lumbermens Association, Atlantic 
City, Claridge Hotel, no exhibits. 

Jan. 28-30—Southwestern Lun- 
bermen’s Association, Kansas City, 
Auditorium, exhibits. 

Feb. 2-4—Michigan Retail Lum- 
ber Dealers Association, Grand 
Rapids, Pantlind, exhibits. 

Feb. 4-5—Lumber Dealers Asso. 
ciation of Western Penna., Pitts. 
burgh, William Penn Hotel, ex. 
hibits. 

Feb. 4-6—Carolina Lbr., & Build. 
ing Supply Assn., Greenville, S. C., 
Poinsett Hotel, exhibits. 

Feb. 9-10—-Tenn. Lbr., Millwork 
& Supply Dealers, Knoxville, An- 
drew Johnson Hotel, exhibits. 

Feb. 10-12—Illinois Lumber & 





Material Dealers Assn., Chicago, 
Sherman, exhibits. 

Feb. 11-13—Mountain States 
Lumber Dealers Assn., Denver, 


Shirley-Savoy, exhibits. 

Feb. 17-19—Western Retail 
Lumbermens Association, Portland, 
Multnomah, exhibits. 

Feb. 17-19—Wisconsin Retail 
Lumbermen’s Association, Milwavt- 
kee, Auditorium, exhibits. 

Feb. 18-20—Virginia Building 
Material Association, Virginia 
Beach, Cavalier Hotel, no exhibits. 

Feb. 23-24—Nebraska Lumber 
Merchants’ Association, Omaha, 
City Auditorium, exhibits. 

Mar. 4-6—Intermountain Lun- 
ber Dealers Assn., Salt Lake City, 
Utah, exhibits. 

Mar. 9-11—Indiana Lumber & 
Builders’ Supply Assn., Indianap- 
olis, Murat Temple, exhibits. 

Mar. 11-12—Mississippi Retail 
Lumber Dealers Assn., Biloxi, 
Buena Vista Hotel, exhibits. 

Mar. 15-17—Ontario Retail Lun- 
ber Dealers Assn., Toronto, Royal 
York Hotel, exhibits. 

Mar. 16-18—-New Jersey Lun- 
bermen’s Assn., Atlantic City, Tray- 
more, no exhibits. 

Mar. 16-18—Louisiana Building 
Material Dealers Assn., New Or- 
leans, Jung Hotel, exhibits. 

Mar. 17-19—Iowa Retail Lum- 
bermen’s Assn., Des Moines, Coli- 
seum-Savoy Hotel, exhibits. 

Mar. 24-25—Florida Lumber & 
Millwork Assn., Jacksonville, Hills- 
boro, exhibits. 

April 18-21—-Lumbermen’s Ass0- 
ciation of Texas, Galveston, Munic- 
ipal Pier, exhibits. 

No announcement yet from 
Southern California Retail Lumber! 
Assn.; Montana Lumbermen’ 
Assn.; Arizona Retail Lumber & 
Bldrs. Supply Assn.; Lumber & 
Supply Dealers Council, Georgia: 
West Virginia Lumber Supply 
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TELL YOUR CUSTOMERS TO TAKE IT EASY WITH EASY PAYMENTS! 


\ famous retailer once said: “Il can replace my 
store, equipment or any item | have in stock, but | 
can’t replace my customers. My job is to see that 
they keep coming back and to find out why when 
they fail to do so. They are my most valuable assets.” 

This observation is particularly applicable today 
for the lumber and building products merchant. Now 
that consumer goods are back in force, now that 
competitive selling has restored freedom of choice, 
we must do everything possible to hold our customers 

to get our share of the consumer’s dollars. 


Faced with the terrific competition of other mer- 
chandise—of anything and everything that tempts 
the consumers’ dollar—we must practice the primary 
rule of suecessful selling: “Make it easy to buy.” 


In this industry, where the unit of sale can and 
usually does amount to a large sum, that rule means 
selling for littke or no cash down, easy monthly pay- 
ments. Yes, installment selling. 


Don’t let a big cash price make a prospective pur- 
chaser decide to buy something else he can buy easier, 
on time! Why, he can buy some of your products 
without paying a single penny down, on easy month- 


ly payments. 


These vital benefits accrue to the dealer who or- 
vanizes installment selling: 


|. You send no one away to look for a loan. Such 
customers, once they get the cash, become price- 
shoppers. They might buy from you; they might 
buy from your competitor; they might not buy 
the job at all but spend the money for some- 
thing else. 


= 


2. You keep your customers. You handle the en- 
tire deal. Next time the customer is “in the 
market,” he comes back to you. Records show 
one concern has made nine time sales to one cus- 
tomer; five or six repeat sales to one customer 
are not at all unusual. With installment selling 
you keep your customers. 

4. You get paid in cash. You tie up no money in 

open-book accounts. 


!. You escape the headaches of passing on credit 
and of collecting bills. 
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5. You can sell at comparatively low prices. 


6. You can make more and bigger sales. Many peo- 
ple who would not consider, say, a $500 cash 
purchase will buy without hesitating when it 
is offered at only $15.97 monthly and no money 
down. 


7. Installment selling matches buying habits. By 
actual record, over one-half of our population 
makes regular purchases on a budget payment 
plan. 


8. You increase your net profits! 


The lumber and building products merchant who 
does not sell on a time payment basis (and by selling 
on time we mean actually pushing his budget pay- 
ment plan as contrasted to merely having one availa- 
ble if the customer asks for it) is passing up his best 
bet for more steady customers, better sales, and bet- 
ter profits. 


Any dealer who has not organized, in cooperation 
with a consumer sales financing agency, a thorough, 
practical and adequate time payment plan should do 
so at once before the competition gets tougher! 


If we can help do not hesitate to write. 


EDITOR 


P.S. July 26, 1947 
The House of Representatives today legislated 
the end of installment credit controls. 


If the President concurs, lumber and building 
products dealers will have greatly intensified 
competition for the consumers’ dollar almost im- 
mediately. 
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Upson Quality Products Are Easily Identified 


Here is a typical letter from one of the 
many carpenter-contractors throughout 
the country who know the undisputed cus- 
tomer-appeal of Upson Wall and Ceiling 
Panels. 


In thousands of homes throughout the 
nation, carpenters have demonstrated 
the CRACKPROOF beauty and utility of 
Upson Quality Panels. They have seen 
how quickly and easily cracked plaster 
can be re-covered with Upson Panels... 
giving new livability, permanence and 
added value to the home. 


Yes, thousands of carpenters use and en- 
dorse Upson Panels. You can do your 


‘customers a great favor by recommend: 


ing it to them, too! 


THE UPSON CO. 
Lockport, New York 


By The Famous Blue-Center 
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LANDMARK on Detroit's East Seven Mile road is the B. A. Chaplow 


L LK 
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“Wye 
: - A. CHABLow 
LUMBER co” 
ee 


CUSTOMER’S free parking space gets plenty of advertising play. 
In the background is the millwork shop, with open air storage space 
at the rear. Eight employees are busy in the shop. 





WAREHOUSE is adjacent to the store. Driveway between the store 

and warehouse is used by customers and Chaplow trucks. Note 

both tractor and trailer are clearly labeled with Chaplow name, 
tal, L h. 
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is Spelled-- 


Service... 
Courtesy... 
Experience ... 


At Detroit, B. A. Chaplow Lumber company 
has a physical plant and a staff geared to 
its own particular needs. 


re taninen AND COURTESY are basic planks in 
the every-day work policy of the B. A. Chaplow 
Lumber company, Detroit. 

The layout of the two-year-old modern store was 
designed for service. Take the office of the president, 
B. A. Chaplow. Four separate exits lead from his 
office—a door to the yard, a door to his secretary’s of- 
fice, a door to the cash sales department and a door to 
the shipping department. 

“We’re inclined to be too complacent about our 
business,” declared Mr. Chaplow, who has spent 32 
years as a lumberman. “We must follow through— 
and that means every employe.” 


FOLLOW-THROUGH SYSTEM 

QUICK access to the various departments from his 
own office is only one example. A sample prospect 
card reproduced in this story is another tangible ex- 
ample of the Chaplow system of follow through—and 
only for service but for business efficiency. Every 
prospect card is carefully made out and filed. One 
man has charge of the file box. 

Adjacent to the store is the warehouse with a cus- 
tomer’s waiting room—but the customer is not kept 
waiting long. He presses a button which sounds a 
bell summoning a salesman. 

“Remember, the customer came here for a purpose 
and we don’t want to keep him waiting,” declared Mr. 
Chaplow. 

Service extends to the securing of plumbing, elec- 
trical and other necessary sub contracting work for 
which Chaplow supplies materials; or providing a 
painter or sending over an estimator to take off a list 
of materials for an attic remodeling job. These jobs, 
incidentally, are handled by co-operating contractors 
on a fee basis. Chaplow will arrange the financing. 

Courtesy, as interpreted by Mr. Chaplow, covers a 
wide field. During the war, for example, no Chaplow 
customer was reminded that, “Don’t you know, there’s 
a war on!” when military needs soaked up materials 
in heavy customer demand. 

“T don’t know that we’ve ever lost a customer be- 
cause of neglect or lack of courtesy on our part,” said 
Mr. Chaplow. 

That may be one good reason why many of the 
Chaplow customers have been calling at the same out- 
let for 20 years. And why volume has increased five 
times over in 10 years. Fifty percent of the annual 
gross is now cash and COD sales; 20 percent residen- 
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B. A. CHAPLOW, president and general manager of the company 
that bears his name, seated at the desk in his private office. 


tial; 20 percent industrial and commercial and 10 per- 
cent FHA Title I. 
PHYSICAL PLANT 

THE 50x150 main building fronts on the busy East 
Seven Mile road, a residential neighborhood. The 
four show windows, 16x8, are spot-lighted nightly un- 
til 11 p. m. The store is something of a landmark 
with an American flag always flying from the flag 
pole. The weather wears out 10 of these flags annu- 
ally, but Mr. Chaplow, commander of the Grosse 
Pointe post, VFW, insists on a clean, bright flag at all 
times. 

Store displays feature a variety of building mate- 
rials and home equipment. Among them: overhead 
garage doors, Youngstown kitchen cabinets, corner 
cabinets made in the Chaplow millwork plant, insula- 
tion, paint, step ladders and many of the Weyer- 
haeuser 4-square model homes. 

General offices, including that of George Kennedy, 
who is in charge of modernization work, flank the 
main store back of the consumer cash counter. In 
the rear of the store, away from the store traffic, yet 
readily accessible from store and yard, is the shipping 
counter where paper work is handled for retail de- 
liveries. 

Entrance to the neat, well ventilated millwork shop 
is direct from the rear of the store. It is not neces- 
sary to go outdoors. Leonard Wesolowski is shop 
foreman. All work is custom made. 

“T regard the millwork operation as purely supple- 
mental to our regular business,” said Mr. Chaplow. 
Nevertheless, eight employes are kept busy manufac- 
turing and assembling window frames, cupboards, 
book shelves and similar items. During the war the 
shop turned out certain items because of inability to 
buy them. 

The shop is noteworthy because of the excellent 
natural light and ventilation afforded employes. Mr. 
Chaplow, who has been a mill foreman himself, de- 
signed the plant for working comfort as well as 
serviceability. Equipment includes a moulder, two 
sanders, two multiple cut-off saws, two joiners, two 
shapers, two band saws and a number of electrical 
hand tools. 

ADVERTISING 

NEWSPAPER, billboard and direct mail, supple- 
mented by radio, are the advertising media employed 
to stimulate business. Display ads, usually in the 
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building section of the Detroit News on Sunday, are 
featured, but the community and labor press is not 
neglected. Except on billboards, of which Chaplow 
uses three, price is featured at all times. Joe, the 
happy-go-lucky. figure, is a symbol of the Chaplow 
billboard advertising. 

Direct mail is used to reach the agricultural trade 
within a 50-mile radius. Many items, including pre- 
fabricated farm building, are featured in these bulle- 
tins. Mailings to these potential customers total 
about 10,000 annually. Mr. Chaplow makes it a policy 
not only to buy stamps from small post offices in out- 
lying areas, but to post his direct mail there as well, 
He believes in making a personal contact wherever 
he does business. 

Thirteen bowling teams carried the Chaplow name 
on their shirts last winter—including two women’s 
teams. Mr. Chaplow paid the entry fee and also for 
the shirts. Cost ran from $35 to a maximum of $200 
per team. Aside from the general advertising value 
and good will accumulated over a period of time, each 
of these bowlers is quite likely to become a Chaplow 
customer. 

The three and one-half acre location provides am- 
ple space for consumer parking in addition to open- 
air storage for four and one-half million feet of lum- 
ber and shed storage for half a million. 


KEEPING EMPLOYES INFORMED 


MR. CHAPLOW believes in keeping his 45 employes 
fully informed about materials and policy matters. 
This he does through daily bulletins and by fort- 





BUILDING materials catch the customer’s eye as he approaches the 
cash counter. Counter paneling in varied types of plywood cannot 
help but attract favorable attention. 





SHIPPING counter for retail deliveries is reached directly from the 
yord. William Cardinal is the man behind the counter. Fred Rund 
is seated at the desk. 
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SERVICE for employees as well as customers is seen in this picture. Oliver Woodruff, chef 
and general handyman, is pouring. The company provides free lunches for employees in this 
well equipped basement dining room. Others in the picture are Mrs. Mary M. Bailey, Miss 


Jean Wilson and Mrs. Donna Jones; George Kennedy, head of the modernization department; 


LEONARD WESOLOWSKI, shop foreman, and 
Thomas Austin, yard foreman. 


nightly personal meetings at which all phases of the 
operation are discussed. 

One unique feature of his employe relations pro- 
gram is a neat cafeteria in the basement of the store 
where free lunches are provided. Oliver Woodruff 
presides over this department which is equipped 
with gas range and refrigerator. Paid vacations are 
a part of the company policy. 

Innovations throughout his business have been 
adopted on the basis of experience over 32 years. 
Mr. Chaplow began at 15 by sweeping up shavings. 
He went through every branch of the retail opera- 
tion until he became vice president and general man- 
ager of Currier Lumber company and then opened his 
own store. When an employe in the millwork plant 
has trouble feeding a saw, as happened recently, Mr. 
Chaplow goes out and shows how it is done. 

B. A. Chaplow Lumber company is continuing to 
build on this same solid basis of experience seasoned 
with service and courtesy. 








B. A. CHAPLOW LUMBER COMPANY 
Prospect Card 





Nome—Samel SS. Jones Dote__8/2/47__ 
Address. 41 White Stract Phone 





Work required Garace 











When to call __8/5 3 poms 
Rec'd By-Gs Ke Filed By__F. BR. _____ Cont. 














Arthur Hurd, head of the paint and hardware department; Arthur Louwers, office manager; 


Orville Preiss, Fred Rund and Paul Arnold. 





See CHAPLOW 
FOR BUILDING MATERIAL 


Vistt Our Ultra-Modern 
Showroom! We Have 
What You Want— 


Lumber... Cabinets 
Fencing .,. Roofing 
Plaster Board... Sewer Pipe 
Flue Lining 











RUSTIC PICKET FENCING 


Designed to Fit Any Type of 
Architecture . «. + 


It’s Beautifal! 






baPriced surprising- 
Hikly low. We alse 
erect if vou so de- 
RMuupsire. Price includes 
ceusposts, PER FT. 


65c 








Kitchen Sinks 
and Cabinets 


Including Corner Cabi- 
nets, Broom Closet, etc., 
etc., on display in our 
showroom. We warn you, 
it will be love at first 


tails at onlv, SQ. FT. 
‘ sight. Made to fit any 
13c kitchen. 


MONTHLY PAYMENTS ON ALL PURCHASES OF $50 OR OVER 


The One- Stop. Lumber Shop for All Building Materials 
Open Daily 8:00 A. M. te 6:00 P. M.; Sat. Till 3:00. Closed Sunday 


B.A. CHAPLOW LUMBER CO. 


CONGO WALL 1 = 


For your Bathroom 
or Kitchen , . . it's | B= 
four feet high and so 
easv te install by 
yourself. or we do it 
for you. Comes in 5 
beautiful colors and re- 











8675 East Seven Mile at E. Outer Drive 
TWinbrook 1-1566 














PROSPECT card file is kept faithfully as part of the Chaplow follow- 
through system. 
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SAMPLE of the Chaplow display ads. Illustrations are used whenever 
possible. Heavy emphasis is always placed on price. 
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“raining Your 
Sales Organization 








IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








HE ABILITY to teach and train 

is increasingly a part of successful 
management. The modern sales man- 
ager is as much a teacher as an ex- 
ecutive because he recognizes that his 
salesmen must be properly trained to 
turn in adequate production. 

The job analysis is to sales train- 
ing what the blue print is to the 
building of a house. The blue print 
with its lines, spaces, and symbols 
identifies the details in the construc- 
tion of a house—the job analysis iden- 
tifies in detail the fundamental 
elements of the job of lumber and 
builders’ supply sales representative. 

The details of the work of a sales 
representative for lumber and build- 
ers’ supply companies are shown by 
this job analysis. Listings are made 
of all of the duties and responsibili- 
ties with which the salesman is 
charged. The general and related 
knowledge and information that he 
must have in order to carry out his 
duties and responsibilities are also 
shown. (It is suggested that the 
reader review the No. 14 article in 
this series, July 5 issue, to learn about 
the complete sales job analysis writ- 
ten by Dr. Jacob G. Smuts and to dis- 
cover the technique of making a job 
analysis.) 

A job analysis is not a course of 
study or a sales manual. It repre- 
sents one step in setting up a plan or 
program of training for the employee. 
The task of converting the job analy- 
sis into more effective sales perform- 
ance necessitates the preparation of 
instructional materials to be used in 
the training process. 

Manuals, bulletins, demonstrations, 
directed yard and field observations, 
individual conferences, and personal 
coaching may be used as tools to put 
over to the sales representatives all 
the things that the analysis reveals 
are necessary for them to master if 
they are to enjoy maximum success. 
The NRLDA 30-day courses and cor- 
respondence courses can also be used 
effectively. 

This training job is a gradual build- 
ing process which cannot be done all 
at once. The learning of certain basic 
skills and knowledges must be done 
before the more complex situations 
can be mastered. A solid learning 
base must be built upon which the 
more complete training program can 
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be secured. Consideration must be 
given, therefore, to the order or se- 
quence in which the demands of the 
job as shown by the analysis will be 
taught to the worker. 

Each individual to be trained pre- 
sents a somewhat different problem. 
What he must be taught, and the or- 
der in which he should absorb it, de- 
pend on the job he is expected to fill 
and the degree of his past experience 
and training. 


Training Outline 


The following outline was written 
by F. H. Morrison, who is training 
manager for Whipple Bros., Inc., re- 
tail lumber and building material firm 
of Laceyville, Pa. Therefore, it re- 
flects practical experience rather than 
theory. 

The outline was written in order to 
offer dealers everywhere a starting 
point from which they may develop a 
training program with the minimum 
of lost motion, lost time, and lost 
money and receive instead the maxi- 
mum benefits from a well planned, 
well executed, well received, and prof- 
itable presentation of subject matter. 

The success of any training pro- 
gram depends on both the trainer and 
the trainee’s ability to assimilate, or- 
ganize and use information profitably. 

The following routine does not rep- 
resent all the angles which are to be 
covered in starting a training pro- 
gram, but it is indicative of some of 
the steps which must be taken in or- 
der to get started and includes some 
of the questions which may aid your 
thinking on the subject. 

It should be noted that the Armed 
Forces did quite a job of teaching 
10,000,000 men and women how to 
win a war using an outline from 
which this one was adapted. . . It was 
called the PEDAED Method of In- 
struction, from the initial letters of 
its six major steps: Preparation, Ex- 


planation, Demonstration, Applica- 
tion, Examination and Discussion. 
PREPARATION 


1. Decide on a competent instructor 
a. Is one of your own men capable 

of presenting the subject? 
b. Is the manufacturer or the 


manufacturer’s representative 
capable of presenting the sub- 
ject? 


ce. Is a contractor in your trading 
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area capable of presenting the 
subject? 
2. Decide on Assistant Instructors 
a. Do you need an assistant jn- 
structor? 
Are you going to supply him? 
c. What specific duties do you ex. 
pect him to perform? 
d. Will the manufacturer supply 
more than one man? 
Consider your training location, 
training aids, and general facili- 
ties 
a. Where are you going to have 
your training session? 
b. Have you an alternate place to 
hold the session? 
ec. What arrangements have to be 
made to secure the location? 
d. Do you need training aids for 
the use of the instructor or the 
trainees? 
(1). What kind? 
(2). How built? 
(3). How many? 
(4). Who is going to build 
them? 
(5). Where placed? 
(6). Do you need a black- 
board? 
(7). Do you need pads and 
pencils? 
(8). When must all material 
be assembled ? 
employee(s) 


> 


ce 


4. Consider 
instruction 
a. Are they new employees? 

b. Are they employees with some 
experience ? 

ec. Are they 
ployees? 

d. Are they a combination of a-c? 
5. Check on organization of material 
to be presented 
a. Is the basic information cov- 
ered? 

b. Is all follow-through informa- 
tion prepared or arranged for? 

ec. Are all important points of 
subject accented in proper se- 
quence? 

d. Has all material been checked 
to insure a complete coverage? 

6. Consider obstacles (time-location- 
other interferences) 

a. Is meeting to be held during 
working hours? 

(1). Will phone calls inter- 
rupt session? 

(2). Will customers _ inter- 
rupt session? 

(3). Are there any conflict- 
ing schedules to take 
into consideration? 

(4). Will the street noises 
interfere with the train- 
ing session? 

b. Is meeting to be held after 
working hours ? 

(1). Will attendance of em- 
ployees be paid for? 

(2). Who is going to buy 
the meal (if any)? 

ce. Will phone calls interrupt ses- 
sion? 

d. Will street noises 
with the session? 

e. Are there any conflicting sched- 
ules (Bowling night, etc.) ? 
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EXPLANATION 

1. Orient the employee(s) as to what 
he is to learn and why he should 
learn it 


a. What is the subject? 
b. What is going to be covered 
during the presentation? 
(1). Is it to be general? 
(2). Is it to be specific? 
c. How is the subject going to be 
covered ? 
(1). Is it to be by lecture? 
(2). Is it to be by lecture 
and demonstration? 
(3). Are the employees go- 
ing to participate? 
(4). Other methods? 
d. Why should the employee learn 
about the subject? 
(1). Increase efficiency ? 
(2). To increase sales? 
(3). To better self? 
(4). To gain confidence in 
subject matter? 
(5). To learn new develop- 
ments? 
(6). To form a combination 
of 1-5? 
2. Be clear, logical, to the point, and 
CORRECT 
a. Is language used simple and 
understandable by all? 
b. Is subject explained logically? 
(1). Do first things come 


first? 

(2). Will the trainees re- 
ceive the information 
easily ? 


(3). Is the subject matter 
presented so that the 
important parts can be 
remembered by the 
trainees ? 

c. Is subject explained correctly 
and to the point? 

(1). Is all information pre- 
sented correct? 

(2). Are any points about 
the subject matter de- 
batable? 

(a). Which ones? 

(3). What are the sources 
of information used? 
(a). Are they recog- 

nized as “authori- 
ties” on the sub- 
ject? 

3. Make explanation interest arousing 
a. Are good local examples used 
to bring the subject “home”? 
(1). Are they general? 

(2). Are they specific? 

b. How does it affect the trainee? 

(1). Does it answer the 
questions? 
(2). Will it affect the sales? 
(3). Does it have any bear- 
ing on competition? 
(4). Others 
c. Are questions about the ex- 
planation invited? 
(1). During the 
tion? 
(2). After the explanation 
is completed? 
telate to previous training and 
experience 
a. Is trainee acquainted with the 


explana- 


subject principles in another 
form? 
(1). What? 
(2). Where? 
(3). When? 
(4). How? 
(5). Why? 
b. Are examples kept simple, yet 
forceful? 


5. Stress business significance of 
subject 

a. How does it apply to the em- 
ployee? 

b. How does it apply to the cus- 
tomers? 

c. How does it apply to the com- 
pany ? 

d. Will it affect the market? 

(1). How? 
(2). Why? 
DEMONSTRATION 
1. Choose a good method of presenta- 
tion 

a. Is it thorough? 

b. Is it interesting? 

ce. Is it applicable? 

d. Is it understandable? 

e. Is it kept simple? 

2. Make demonstration visible to all 

a. Has proper seating been ar- 
ranged? 

b. Are all obstructions to vision 
cleared away from the demon- 
stration area? 

3. Plan it well—Rehearse it! 

a. Has the instructor and his as- 
sistants rehearsed the program 
to insure a smooth presenta- 
tion ? 

b. Is all equipment to be used for 
the demonstration in good 
working order? 

ec. Is the demonstration executed 
well? 

4. Make demonstration have instruc- 
tional value 

a. Is it general enough? 

b. Does it follow the subject mat- 
ter specifically ? 

ec. Will the employees get some- 
thing usable from it? 

d. Can the employees use the 
same demonstration in their 
work? 

APPLICATION 
1. Choose a good workable method 

a. Can the employees do it? 

b. Is it simple yet effective? 

ce. Does it require special train- 
ing? 

(1). What kind? 
(2). How much? 
(3). Where received? 
2. Have application method well or- 
ganized 

a. It it logical? 

b. Is it forceful? 

ce. Is it pertinent to subject as 
presented ? 

d. Is it usable? 

e. Is it instructive? 

3. Exact execution necessary 


a. Are all movements clean-cut 
movements ? 

b. Is the execution done the COR- 
RECT way? 

c. Does the execution set an EX- 
CELLENT example? 
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d. Is there another way of accept- 
able execution? 

e. Does a correct explanation ac- 
company the execution? 

Have you the adequate supervisors 

necessary ? 

a. Assistant 
sary? 

b. Has general help been pro- 
vided ? 


supervisors neces- 


EXAMINATION 


1. 


Does the examination fit the sub- 

ject? 

a. Is it oral? 

b. Is it written? 

c. Is it practical or theoretical in 
nature? 

Make the examination serve the 

purpose 

a. Does it determine the em- 
ployees’ degree of proficiency? 

b. Does it determine the defici- 
ency in the instruction? 

c. Does it determine the amount 
of repeat work necessary? 


DISCUSSION 


1. 


6. 


Summarize the subject logically— 
highlighting the important ele- 
ments 
a. Is subject reviewed from basics 
standpoint? 
b. Have all the important points 
been covered? 
c. Is the summary correct? 
Point to errors 
a. Are the errors specific? 
(1). Where did they occur? 
b. Are errors correctable? 
(1). How? 
ce. Are errors preventable? 
(1). How? 
Recognize work well done 
a. Are there any outstanding in- 
dividuals to recognize? 
b. Does the group warrant collec- 
tive recognition? 
Spend enough time with the dis- 
cussion ie 
a. Is the discussion complete? 
b. Are all answerable questions 
answered? 
ce. Is the meeting kept under con- 
trol? 


Relate to future training 

a. How does the training relate to 
future training the employees 
will receive? 

b. Has a good basis for expanded 
knowledge been provided? 

ec. Will the employees gain confi- 
dence about the subject mat- 
ter? 

d. Will the employees gain a gen- 
eral appreciation of the sub- 
ject? 

Emphasize the business signifi- 

cance of the training 

a. Will more sales result from 
more knowledge about the sub- 
ject? 

b. Will better customer relation- 
ships be established by having 
treated the subject? 

ce. Will a better understanding of 
the subject be achieved by the 
employees? 


27 


























Glass Grich 


For Dairy Barn Construction 


farm 
customers ask you about the 
new materials for dairy barn con- 


HEN YOUR 


younger 


struction, you will certainly want 
to tell them about glass brick. It 
can be used to solve some of the 
building problems that have wor- 
ried farmers for a long time and 
it will make farming more profit- 
able and pleasant. About four 
years ago, R. H. Barnard added a 
modern one story wing to the hun- 
dred year old barn on his farm 
near Sylvania, Ohio. He used glass 
brick for the sidewalls and fitted 
windows into the glass block area. 
Despite its Hollywoodlike glamour 
from the outside, it was very prac- 
tical from the inside. The glass 
block not only insulated the wall, 
but diffused and bent the rays of 
light so that the interior was al- 
ways flooded with an abundance of 
light. The cows seems to like liv- 
ing inside this barn for they 
thrived in the wintertime just as 
they had in the summer when on 
pasture. Mr. Barnard says the 
weight of the animals stayed up; 
milk yields were uniform and the 
cows seemed actually contented. 
The men working in the barn 
said the chores didn’t seem as hard 
or unpleasant as in some barns 
they had worked in before taking 
the job on the Barnard farm, be- 
cause the glass brick made it so 
cheerful. Work actually was 
easier because the glass walls were 
easy to keep clean and there was 
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no condensation in the barn. 
During the war years many 
farmers used glass brick as part of 
the walls for poultry and dairy 
barns. In each case the farmer was 
pioneering in the use of this ma- 
terial in his community. As a re- 
sult of this, one can find many 
variations in where and how it was 
used. It seems, however, that be- 
cause the cost of a wall area of 
glass brick is somewhat compar- 
able to a similar size window area 
of steel and glass, many farmers 
who have mechanical ventilating 
systems are using it like Herman 
Kuthe of South Branch, N. J. He 
built his barn of conventional ma- 
terials and then used glass brick 
in place of the regular windows. 
Instead of limiting the glass area 
to normal window size, he used gen- 
erous quantities of the insulated 
glass brick. Because of the insulat- 
ing value of this material, these 
larger glass areas were practical, 
since there is not the excessive heat 
loss that is experienced with regu- 
lar barn sash. Since ventilation 
is provided with a mechanical barn 
in the Kuthe barn, there was really 
no need for old fashioned windows. 
W. C. Kreuger, extension engi- 
neer at the New Jersey College of 
Agriculture worked with Mr. Kuthe 
in developing the use of glass block 
for the barn. Mr. Kreuger says 
that the health authorities liked 
the larger glass areas which keep 
the barn light. They were especi- 
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. BARNARD barn near Sylvania, Ohio. This modern one-story wing adjoins the hundred 
year old stable. 


ally pleased with the fact that the 
insulated glass brick windows 
would help eliminate the condensa- 
tion that normally forms on win- 
dows each winter and runs down 
the wall to form pools of water on 
the floor. 

Glass brick is not difficult to 
erect. Any farmer who can lay a 
concrete block wall can do a good 
job with glass’ brick. The only 
important thing that must be 
pointed out to the farmer is that 
glass brick is not a load bearing 
material and therefore the weight 
of the building must be carried by 
framing members or brick piers 
like those used by Mr. Barnard. In 
dairy barns, stalls should be ar- 
ranged so that the cows face out. 
This will put the feed alley between 
the glass wall and the mangers and 
prevent damage to the wall from 
animals that get unruly when be- 
ing turned out to pasture. 

The mortar used for laying up 
the glass brick is made from one 
part portland cement, one part lime 
and four parts of well graded sand. 
Before the first course is started, 
a heavy brush coat of asphalt emul- 
sion should be applied to the sill 
on which the brick will rest. If 
the sill is of wood, it should be 
metal flashed before the emulsion 
is painted on. When the asphalt 
has dried, brick can be laid. Where 
the areas of glass brick butt against 
other construction on the ends and 
top of the glass area, a half inch 


2, 1047, AMERICAN LUMBERMAN & 






thic 
inst 
tar . 
it is 
chas 
thes 
lay t 
agai 
tion 
the 
laid 
cut | 
sent 
or h 
W 
the 
the 
fran 





cour 
mor’ 
poss 
thes 
will 

selec 
bric 
has 


-— 


+t 





Biding — 








jundred 





at the 
ndows 
Jensa- 
win- 
down 
ter on 


ilt to 
lay a 
- good 
only 
st be 
s that 
paring 
veight 
ied by 
piers 
rd. In 
ye al- 
e out. 
tween 
rs and 
from 
en be- 


ng up 
m one 
‘t lime 
| sand. 
tarted, 
emul- 
he sill 
st. If 
ald be 
1ulsion 
sphalt 
Where 
gainst 
ds and 
f inch 


[AN O 





thick expansion joint is required 
instead of the conventional mor- 
tar joint. In masonry construction, 
it is best to provide a two inch deep 
chase, that is four inches wide at 
these points. Into the chase you 
lay the expansion joint material and 
against this, the glass block. Cau- 
tion the farmers that the width of 
the glass area must be carefully 
laid out, as these bricks cannot be 
cut like masonry material. It is es- 
sential that either the whole brick 
or half brick units be used. 

With wood frame construction, 
the glass area is held in place by 
the trim and it is anchored to the 
framing by special fasteners placed 
in every other course. 

The brick is laid up with a 3, 
inch thick joint. It should be 
worked into place by hand, not hit 
with a metal tool as is customary 
with regular building brick. Wall 
ties are required between the 
courses, to reinforce the horizontal 
mortar joints and to reduce the 
possibility of cracks. How often 
these wall ties occur in the wall 
will depend on the type of brick 
selected for the job. After the 
brick is in place and the mortar 
has passed its initial set, it is im- 
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portant that the exposed edges of 
the joints be tooled and thoroughly 
compressed with a round jointer. 
The finished surface of the joint 
should be slightly concave, smooth 
and non porous. The cleaning of 
the brick should not be done until 
the mortar has reached its final set. 


After the mortar has set, the 
spaces remaining between the glass 
bricks and the sides of the chase 
in the masonry wall, must be 


caulked. It is best to ram non-stain- 
ing oakum into these joints and fill 
over the oakum with a regular wine 
dow caulking compound. 





GLASS brick encloses the ramp leading into the milking stalls on the Barnard farm. 
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DETAILS FRAME CONSTRUCTION 
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HORIZONTAL SECTION 


DETAILS MASONRY CONSTRUCTION 


GLASS BLOCK WINDOW 
FRAME, & TILE WALLS 


STARLINE INC. 
ALBANY 


MARVARD, 1 


™. ¥. 





THESE drawings show the proper application of glass brick windows in both a frame and 


masonry constructed wall. 
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MOTORISTS and pedestrians cannot help but note the various signs advertising the Locke Lum- 


ber company, Detroit. 


Frontage is neatly landscaped. 





No service is too small to receive the personal attention of 
Detroit's Locke Lumber company, building on its 10-year reputation. 


OMPARED WITH other retail 

lumber yards in the metro- 
politan area of Detroit, the Locke 
Lumber company in the Seven- 
Mile-Gratiot district is not a siz- 
able one in physical property and 
volume business. 

It might be termed a happy busi- 
ness. The president, Hazen S. 
Locke, heads what is essentially a 
family business. The operating 
personnel consists of himself, his 
sister, two sons and a truck driver. 
The latter is the only non-family 
member. 


COMMUNITY SERVICE 

FROM the day he opened his 
yard in a rented store for which 
he paid $30 per month, Mr. Locke 
has offered a personal type of com- 
munity service that larger yards 
would not bother with. Conse- 
quently, his customers of 10 years 
ago still patronize him and recom- 
mend his services to many of their 
friends. 

If a customer wants to know how 
to tack up a section of fence, how 
to cut a rafter for a garage or how 
to build a window frame for him- 
self, he feels free to come to Mr. 
Locke for advice. If a factory em- 
ploye is permitted to carry home 
a few boards, he knows he can have 
them cut free at the Locke shop— 
with one provision. If there is a 
nail in the board, there will be a 
charge of 85 cents for sharpening 
the saw. 

“We can do this sort of business 
in a yard as small as ours,” says 
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Mr. Locke. “We know from ex- 
perience that people do not forget 
these small services which take 
time, yet pay off in the end.” 
Building garages is one specialty 
of the company. Most of these are 
1144 car garages, size 14x20. The 
yard furnished materials for 200 
of these garages last year. About 
50 percent were erected by the 
owner and the remainder by a car- 
penter through whom the yard has 
a permanent working connection. 





LOCKE Lumber company is a family business. 


of the Locke family. 


owner, second from right, flanked by his two sons, Richard and Burton. 


Many of the leads originate with 
him. 
CASH BUSINESS 


NINETY percent of the Locke 
Lumber company business is cash 
business. The company’s gross last 
year was approximately $92,000. 
Gross dollar volume for the first 
year was $40,676, an indication of 
how much the company has grown. 
The goal this year is $150,000. 

Signs which readily catch the eye 








Four-fifths of the active personnel are members 


Left, Eddie Woods, the yard’s truck driver; Hazen S. Locke, founder and 


Another family 


member, Ellen, was not present for the picture. 
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of passing motorists focus on the 
small retail store in which insula- 
tion, paint, shingles and other basic 
materials are on display. Mr. 
Locke abolished his private office to 
allow more _behind-the-counter 
space. He does not believe in re- 
moving himself from his custom- 
ers. 

In fact, Mr. Locke is not above 
door bell ringing around the neigh- 
borhood in a move to boost busi- 
ness. On these calls he takes along 
return cards which indicate the 
type of job the homeowner would 
like done. Sometimes these calls 
develop into an estimate at once. 


Mr. Locke does very little news- 
paper advertising because resulting 
calls are from such widespread 
points that Mr. Locke feels he can- 
not provide the type of service re- 
quired. He prefers to continue to 
build up his community business on 
the East side, a thriving business 
which he intends to pass on even- 
tually to his two sons, both vet- 
erans, Richard, 20, and Burton, 26. 
Eddie Woods, the company’s truck 
driver, is also a veteran of almost 
five years’ service. 


KEYNOTE VERSATILITY 


VERSATILITY is a prerequisite 
in an organization of this type. 
Ordinarily, Ellen handles the 
books, Richard is the counter man 
and Burton spends most of his time 
in the yard, but each frequently 
takes a hand in serving the con- 
sumer trade. 

Because it is such a close knit 
organization, working hours are 
not hard and fast. Although 3 
p. m. is customary closing time on 
Saturday, the store remains open 
as long as a customer is in sight. 

Just behind the store, which is 
only 30x24, is a shop completed in 
1944, in which 26 men were em- 
ployed in box making during the 
war. Rip, band and cut-off saws 
are among the modern pieces of 
equipment. Adjacent is the open- 
air lumber storage space. The en- 
tire yard is cement paved. 

Frequently asked why he does 
not buy a yard adjacent to a rail- 
road siding, Mr. Locke replies that 
he can haul from railroad car to his 
yard, almost five miles, and unload 
on the proper pile and save time. 
He finds five truckloads will empty 
a car of 30,000 feet and three loads 
can be handled with a single truck 
each day. A light trailer, attach- 
able to a passenger car, was re- 





Southern Pine Launching 


Trade Promotion Campaign 


HE SOUTHERN PINE asso- 
ciation, New Orleans, is plan- 
ning a three-year advertising and 
expanded trade promotion cam- 
paign to bring to public attention 
the essential facts regarding the 
Southern pine industry. 

H. C. Berckes, secretary-manager 
of the association, announced the 
program would be launched in the 
fall. The decision to enter into this 
comprehensive, industry-wide drive 
for more buyers of pine was 
reached by the board of directors 
of SPA last May and a steering 
committee was appointed with J. R. 
Bemis, Prescott, Ark., as chairman. 
Mr. Bemis is president of the Ozan 
Lumber company. 

To finance the three-year pro- 
gram, the SPA directors decided 
upon a voluntary assessment plan 
of ten cents per 1000 feet of lum- 
ber shipments. 

Central theme of the program is 
that “Southern pine is the supreme 
structural wood of the world,” that 
it is—and always will be—available 
and thoroughly dependable. 

A campaign brochure, setting 
forth the plans for the program 
and its objectives has been pre- 
pared and is being circulated to 
subscribers of SPA and others in 
the Southern pine industry who 
feel the necessity for trade promo- 
tion. 

Writing the introduction for the 
brochure, Mr. Berckes said: 

“SPA subscribers are on the 
threshold of great opportunities. 
We need only determined purpose 
—a determination to match the 
courage you demonstrated in 
weathering one crisis after another 
from as far back as the crash of 
1929. 

“We clearly realize the urgent 
need for protection and expanding 
our markets. That is fortunate— 
for in our awareness we stand as 
one, prepared to do something 
about it. 

“Your Southern Pine Trade Pro- 
motion committee, with full knowl- 
edge of the conditions confronting 


cently purchased for small de- the industry, has arranged a cams 
liveries, paign that goes to the heart of our 
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marketing problems. It is geared 
to put and to keep Southern pine in 
its rightful position in the con- 
struction field.” 


The fundamental strategy of the 
program will be to help dealers 
more fully appreciate the advan- 
tages of Southern pine. All trade 
promotion factors will be utilized 
to achieve that end, including field 
work, dealer cooperation, technical 
service, research, publicity, litera- 
ture and space advertising. 


Plans in the campaign include: 

1. A stepped-up program of per- 
sonal contacts wth individual deal- 
ers and groups to strengthen rela- 
tions with them and to keep South- 
ern pine and SPA before the cus- 
tomers. 


2. Cooperative dealer advertis- 
ing for use by dealer groups in ad- 
vertising quality lumber and sound 
construction. 


3. New booklets for use by deal- 
ers in connection with advertising, 
and a continuous service of adver- 
tising mats, newspaper stories and 
radio scripts. 


4. Sound-slide films on quality 
lumber and good construction for 
use at group meetings, civic groups, 
ete. 

5. Exhibits for loan to dealers, 
banks, home shows, agricultural 
fairs, etc. 


The program contemplates the 
preparation of technical publica- 
tions. In the field of literature the 
program would entail the prepara- 
tion and widespread distribution of 
such printed aids as booklets on 
farm structures, architects’ specifi- 
cation manual, construction book- 
lets for contractors, dealers and vo- 
cational schools, and publications 
designed to help the home builder. 

An intensive advertising cam- 
paign, featuring the SPA symbol, 
will be beamed to effectively reach 
and favorably influence the great- 
est number of dealers, contractors, 
architects, engineers, prospective 
home builders, farmers and owners 
of residential and commercial prop- 
erty. 
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FIVE island counters afford will feature, 
Utilizing a small floor area to the best advantage, 
Dunlap has turned a dingy print shop into a small 
but sparkling retail store in Seymour, Indiana. 


How to Make the Most of Limited 


OW TO MAKE the most effective use of limited 
floor space is demonstrated in the new store 
Dunlap & company, Inc., Columbus, Ind., recently 
opened in Seymour, a town of about 10,000 population. 
Turning a dingy print shop into a sparkling retail 
lumber store (52x20) requires careful planning, avail- 
able in Dunlap’s architectural department in its main 
store in Columbus. Using floor space effectively, plus 
striking lighting and window displays has accom- 
plished the desired end. 
One unique feature is the 14-foot mirror on the 











LARGE display window affords a complete view of the store interior. 
One feature is the 14-foot mirror to the right of the entrance which 
gives an unusual sense of spaciousness. 





ALONG one wall are refrigerators, plumbing supplies, shelves and 
display cabinets for paint, builders’ hardware and similar items. 
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THREE set-in permanent display booths are provided for semi-perma- 
nent exhibits like the model kitchen and the model bathroom seen here. 


Display Space 


right side of the entrance from the street. The mirror 
not only gives a sense of spaciousness to a rather 
narrow entrance, but reflects the exhibits in the dis- 
play window. 

Three set-in permanent exhibit booths are currently 
used for sample bathroom, kitchen and rumpus rooms. 
This display occupies one side of the store; the other 
side has fixed shelves and cabinets for incidental 
items. Five islands down the center of the store are 
used to display portable radios, electric heaters, 
kitchen goods and over-the-counter items. 

The display window features farm equipment, for 
it is the farmer, particularly, that the store aims to 
serve. Among the items displayed to attract the farm- 
er’s eye are milking machines and milk coolers; shal- 
low well and deep well pumps; air compressors and 
electric welders. 

The Seymour branch of Dunlap’s will specialize in 
farm equipment and materials that go into a farm and 
farm home — equipment that requires some work to 
install and perhaps some servicing afterward. Two 
men, working part-time for Dunlap, will handle this 
phase of the job. 

In addition to fluorescent lighting, the store has 14 
adjustable spotlights for featured displays. Standard 
building materials, usually purchasable in a retail 
lumber store, will also be available in Dunlap’s Sey- 
mour store or secured from one of its four other stores. 

Donald Heiwig is manager of the Seymour branch. 


BuiLpbING Propucts MERCHANDISER, August 2, 1947 








PLUMBING units and appliances are featured on one side of the 
store. Note the handy storage section for light hardware and the 
attractive roofing display. 
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HOW TO STOP A WOMAN! Doesn’t matter whether 
you’re selling kitchen remodeling, redecorating or a play- 
room for the youngsters ... the way to turn more feminine 
prospects into cash customers is to run ads highlighted 
with illustrations of WOMEN. And the way to get more 
masculine prospects to re-roof, re-side or insulate is to 
run ads picturing MEN. 

Contrary to popular belief, pictures of women have 
greater stopping power and attraction for women readers 
than pictures of men. On the other hand, men readers stop 
more often—give more time and attention to ads showing 
men rather than women. Readership tests—both on ad- 
vertising and editorial features—prove it. 


In one instance, for example, 50 percent MORE WOMEN 
than men recalled a given ad despite the fact that it fea- 
tured a strictly masculine product and the copy was aimed 
at men. The attention-getter? An illustration of a woman 
in a feminine environment. 





RED-LETTER INVITATION TO SALES: If you 
were planning a new home for one of your customers, 
you’d make the entrance just as charming and invit- 
ing as possible—but have you given much thought to 
your own doorway 

Does the entrance to your yard command the atten- 
tion of busy shoppers and stop them? ... Does it send 
out an invitation to drop in and look around? ... Does 
it help create the impression that yours is a warm, 
friendly organization to do business with? It should 
—and it can! 

Make the most of the fact that homes and home- 
making are your business ... by replacing that drab 
grocery-store door with a handsomely designed Colo- 
nial one complete with fanlight if possible. 

Flag down more shoppers by painting your door a 
cheery, eye-catching red. Make it more inviting by 
ornamenting it with highly polished brass hardware 
... by flanking it with trim potted shrubs or gay win- 
dow boxes that make your store stand out from your 
neighbors’. A doorway that spells W-E-L-C-O-M-E 
helps build store traffic and sales! 





IMPORTANT NEWS: When you’re running a big an- 
nouncement ad, make your readers sit up and take notice 
—by using sharply contrasting type sizes. For example: 


Salem-Pratt names 


HOUSE 
LUMBER COMPANY 


exclusive local distributor for 


S-PROOFING! 


Stacked headlines—i.e. headlines that must be broken 
into three or more lines—LOSE their impact when every 
word is given equal weight and set in the same size type. 


By Norm Advertising, Inc. 
New York, N. Y. 
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Long headlines set in one type size look harder to read, 
DISCOURAGE READERSHIP. Pop up the _ important 
words in your announcement heading and you automatically 
make it LOOK like news, attract greater attention to your 
copy. 





CLOSED DOOR POLICY: If you value your em. 
ployees’ loyalty—want them to work their heads off 
and stick by you in good times and bad—here’s a tip 
well worth remembering. 

Whenever you have occasion to criticise any indi- 
vidual on your staff, never do it within earshot of other 
employees. Instead, take the culprit to task in the 
privacy of your own office behind closed doors—and 
see that all people in executive and supervisory posi- 
tions in your organization follow the same rules. 

Nothing is more humiliating, more damaging to an 
employee’s morale and self-respect than to be called 
down before an audience... particularly if that “audi- 
ence” happens to include a subordinate. Respect the 
individual employee’s need for self-respect and he'll 
show much more regard for you, your policies, your 
objectives. 





TIME TO CALL’ YOUR SIGNALS: Whenever you pro- 
mote a new product, a new product feature or a new brand 
name, make it crystal-clear—in your newspaper advertis- 
ing, sales letters, car cards and other promotional material 
—exactly what all the hoopla is about! 


Lots of times manufacturers coin high-sounding names 
...Mames which CAN do a selling job for you provided you 
qualify them with an explanation of the END ADVAN. 
TAGE in all your copy. 


From the home appliance field comes a good example 
... the “Simmer-Burner,” a new improvement in cook- 
ing ranges. Mentioned by itself, the term means noth- 
ing to the average customer—but when the copy reads, 
“ . . gas-saving, money-saving Simmer-Burner!” Mrs. 
Housewife pricks up her ears and investigates further. 





BEELINE TO PROFITS: One of the smartest ways 
to train new salesmen faster is to send them on short 
field trips through your nearest manufacturers’ plants. 

This way, your trainees can learn much more than 
you have time to teach them about each of your prod- 
ucts ... find out how to make the most of your manu- 
facturers’ national advertising support and merchan- 
dising aids...pick up the newest tested selling tech- 
niques first-hand from the home sales office. 


~The salesman who has taken time out to observe your 
products in the making, from start to finish .. . the 
trainee who has actually seen your manufacturers’ 
experimental and quality-control laboratories. . .the 
man who has had some direct contact with the home 
sales office has a lot more on the ball when he goes out 
to sell for you! 
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MASTER MERCHANTS OF THE LIGHT 

CONSTRUCTION INDUSTRY 
dne of the Nation's outstanding building products re- 
teilers is featured in each issue of this publication. The 
ditors of American Lumberman & Building Products 
Merchandiser believe these articles will be @ source of 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fee- 
tured in the series, but @ sufficiently large number ef 
them meet the exacting requirements so thet it will teke 
many months to cover them alll. 
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MASTER Merchant Howard A. Hanlon, president of Cotton-Hanlon, Inc., left, and D. Lloyd 
Cotton, manager of the retail store. 


The Home Complete 


Complete stocks, convenient shopping and package service 
make Cofton-Hanlon a merchandising giant in a rural area. 


PRIMARY trading area of Cotton-Hanlon extends 40 miles in all 

directions from Odessa, N. Y. Within this area a fleet of trucks 

is ciways in service. Quantity orders are delivered right to the 
customer's doorstep, attic, cellar or barn. 


NE OF THE NATION’S largest and most pro- 
gressive retail building products establishments 

can be found in one of the Nation’s smallest villages. 
Located in Odessa, N. Y. (population 424) Cotton- 
Halon, Inc., is ringing up retail sales at the rate of 
ap!roximately one million dollars a year. It is an ac- 
tive shopping center for consumers from miles around. 
‘ounded in 1922, Cotton-Hanlon was strictly a lum- 
ber manufacturing operation for six years. This ac- 
tiv:'y is still in full swing and the company operates 
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mills from New York to South Carolina. The retail 
business was launched in 1928. 

Howard A. Hanlon, president of the corporation, 
is a Master Merchant of the Light Construction Indus- 
try. Benton J. Cotton is vice-president, and D. Lloyd 
Cotton is manager of the retail store. 

The trading area served by Cotton-Hanlon com- 
prises a circle with Odessa at the center and a forty 
mile radius. (See map.) It is a diversified area con- 
taining farms, resorts, small cities and some industry. 
Although not outstanding in any of these respects it 
is a balanced territory. 

“One of our major objectives,” says Mr. Hanlon, 
“has been to place the rural resident on a par with 
the city resident insofar as service and delivery are 
concerned.” Sixty percent of the sales are to farmers, 
25 percent to urban consumers, five percent to indus- 
trial and commercial firms and 10 percent to contrac- 
tors and operative builders. 

As an unusually progressive retail concern Cotton- 
Hanlon merits the close attention of other dealers. 
A number of factors which have contributed to the 
firm’s success are discussed in the following para- 
graphs. 

MODERN STORE 

THE beautiful building which Cotton-Hanlon now 
occupies was completed in May, 1947. It brings 214 
acres under one roof. A full 100,000 square feet of 
floor space is utilized for displays, storage and offices. 
The rear part of the structure houses a sizable lumber 
shed. In front of this there are large and intelligently 
planned areas and rooms for the storage of millwork, 
building materials, paint, furniture, etc. At the very 
front of the building is the huge sales floor, and along 
one side are the offices. Easily reached by stairway, 
and below the ground level sales floor, is a large base- 
ment sales room. 

Those sections of the building devoted to storage 
have concrete floors and ramps so that small fork-lift 
trucks can be safely maneuvered to transport and han- 
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THIS spring a 30-page booklet (cover pictured above) was distrib- 

uted to consumers in the trating area. Although it featured hun- 

dreds of products this booklet was not nearly so complete as Cofton- 

Hanlon’s prewar catalog. Starting in 1932 the firm prepared and 

distributed three (spring, summer and fall) regular direct mail cat- 

alogs each year. This practice will be resumed as soon as supplies 
and prices are constant enough to justify it. 


dle merchandise. There is a large dock at truck bed 
height to facilitate loading for delivery. 

Plenty of parking space around the building and 
plenty of elbow room inside the huge store make shop- 
ping easy. More than 7,000 people thronged through 
the store on its opening day and as many as 900 cars 
have been parked there at one time. 

Photographs on these pages cannot do the store full 
justice but they do show the merchandise displays 
which attract so many customers. 

Furthermore, the store is open all day six days a 


week. On Fridays it is open from 7:00 a.m. to 8:45 
p.m. Other days it is open from 7:00 a.m. to 6:00 ».m, 
These long hours are a distinct convenience to «on- 
sumers in the area and sales volume has grown ac- 
cordingly. 

PRODUCTS HANDLED 


A COMPLETE listing of the items sold by Cot! on- 
Hanlon would require several pages. In additior to 
the complete lines of building materials handled by 
most lumber yards, the following products are mer- 
chandised: 
Appliances 
Electrical supplies 
Quick freezers 
Heating equipment 
Furniture 
Floor coverings 
Lighting fixtures 


Plumbing fixtures 
Power tools 

Hand tools 

Floor sanders 
Garden tractors 
Lawn mowers 
Fireplaces 

In addition there are a number of special lines c1r- 
ried for the farm trade: 
Electric water systems 
Septic tanks 
Barn hardware 
Electric hoists 
Farm tools Cultivators 
Arc welders Sprayers 
Rope Stanchions 
Fencing Farm freezers 

These lists are quite incomplete. They merely sug- 
gest the variety which can be obtained at the store. 
Merchandise selections have been based on a knowl 
edge of consumers in the territory and their needs. 
Cotton-Hanlon’s stocks live up to the slogan, The 
Home Complete. And in addition emphasis is put on 
farm merchandise because of the rural nature of the 
area. 

The management believes in complete stocks as a 
service to customers but also recognizes the desirabil- 
ity of fast turnover. As a consequence they carry 
limited amounts of slow-moving items, larger stocks of 
the popular numbers. 


Barbed wire 
Stock tanks 
Chick fountains 
Water bowls 


DEPARTMENTIZING 
COTTON-HANLON departmentizes sales as fol- 
lows: 
Lumber Hardware 
Millwork Electrical supplies 
Plumbing and heating Appliances 
Paint Home furnishings 


RURAL area served by Cofton-Hanlon com- 


FIRM sells floor sanders and also keeps a 
couple of rental units on hand. 
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prises an active market for home water 
systems. 


ONE of many island counters which display 
all types of h hold li 
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CENTRAL sales counter, right, was bedecked with flowers on open- 
ing day. In the glass counter are displays of toasters, electric food 
mixers, pressure cookers, etc. 


COTTON-HANLON also handles plumbing fixtures. Shown below 
right are some of the displays on the sales floor. 


GENERAL view, below, of the downstairs store. In addition to a 

wide selection of household items, special lines of tools and farm 

supplies are featured. In the foreground can be seen two electric 
are welders. 
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VIEW of the spacious appliance department, upper left. A very 
complete line is displayed in pleasant, well-lighted surroundings. 


THiS photo of the furniture department, above, gives some idea of 
the variety offered and proves that the slogan “The Home Com- 
plete” is no idle boast. 


IN THE foreground, left, are console radios. Behind these is the 
lighting fixture department and a display of table-model radios. 














BARGAIN counter in the basement is a busy spot. 


Wallboard and insulation Masonry supplies 
Roofing and shingles 

The National Cash Register system is used to record 
both cash and charge sales by departments. This sys- 
tem furnishes detailed reports so that management 
has better control of the business at all times and 
knows which lines are maintaining volume and which 
may be slipping. 

BUILDING PACKAGES 

NOT only is Cotton-Hanlon a veritable paradise 
for the over-counter shopper but it is also headquar- 
ters in the area for light construction of all kinds. A 
complete consumer service is offered. 

One of the firm’s recent catalogs said: ‘Remember, 
we handle everything for building anything from a 
one-room summer retreat to a $50,000 mansion. We 
can furnish plans, building materials, plumbing, heat- 


GARDEN tractors on display in the downstairs store. 


ing and electrical supplies and equipment, decorating 
supplies, and last but far from least, beautiful home 
furnishings. The one-stop store for THE HOME 
COMPLETE. 

“From our long business experience we have ac- 
cumulated a wealth of information pertaining to build- 
ing, remodeling, plumbing and heating, which is yours 
for the asking. We invite you to take advantage of 
our experience and to bring your building problems 
to uy WE ARE HERE TO SERVE YOU.” 

This service is available to customers for farm 
buildings and property improvement jobs as well as 
homes. On most major jobs the firm calls in a suit- 
able contractor or recommends him to the customer. 
However, Cotton-Hanlon does a limited amount of con- 
tracting on its own. They have a crew of carpenters, 
plumbers, etc., who do repair work and some new 
building. 


ADVERTISING 


COTTON-HANLON does comparatively little news- 
paper advertising because the size of its territory, and 
the number of newspapers in it, make this a fairly 
complicated and expensive way to get complete cov- 
erage. Some radio time is used, but the major part 
of the advertising load is carried by direct mail. 
Before the war the firm put out three (spring, sum- 
mer and fall) complete catalogs per year. These were 
distributed by mail to 16,000 persons in the territory. 
A 30-page booklet was similarly distributed this past 
spring. As supplies and prices become steady enough 
to justify it these catalogs will return to prewar 
standards. 

Although described as “incomplete” the last book- 
let issued contained most of the products listed above 
and illustrated many of them. It summed up the 
company’s policy by telling customers: “Since our 
company was organized in 1928 we have driven ahead, 
holding rigidly to one purpose: to so perfect our 
facilities, to so train our employees who serve \ou 
and to so strive to give you the utmost in quality «nd 
value, that when you build or repair, our name comes 
first in your mind.” 
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What the Salesman 
Should Know About 


Consumer Sales Financing 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 








IME-PAYMENT selling is not 

new. It was first used in 
Europe before 1800. However, it 
really came into its own in the 
United States during the period 
following World War I. Its de- 
velopment was promoted by manu- 
facturers who realized they could 
expand their market by bringing 
into it people who would not or 
could not hand over the purchase 
price in a lump sum. Large fi- 
nance companies were organized 
by the manufacturers of consumer 
durable goods. Although these 
finance companies have become big 
money-makers in their own right, 
their original objective was simply 
to stimulate sales. 

The public is  time-payment 
conscious. Figures compiled just 
before World War II showed that 
60 percent of all automobiles were 
being sold on time; 69 percent of 
all furniture purchased was paid 
for month by month and 74 percent 
of household appliances were sold 
on the same basis. Certain restric- 
tions (Credit Regulation W) have 
curtailed installment buying in re- 
cent years but these are due to be 
removed this coming fall. 

Time-payment financing is the 
extension of long-term credit to be 
repaid in monthly installments out 
of the consumer’s income. It has 
probably done more than any other 
single factor to enlarge markets 
and increase the salesman’s op- 
portunities. 

The public not only accepts the 
principle of installment selling but 
has also come to expect that a time- 
payment plan will be offered with 
any product which runs more than 
just a few dollars in price. 

Installment selling brings sev- 
eral distinct advantages to your 
company. As a_ salesman you 
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should be acquainted with them. 
They are: 

1. Makes every sale profitable. 
In most cases the monthly pay- 
ments are small enough so that 
the job is not sold on a price basis. 
This enables your company to get 
a proper mark-up and realize a fair 
profit. 

2. Eliminates price-cutting 
competition. 


€ 


3. Makes every job a cash sale. 
The note given by the customer 
can be immediately discounted 
with the finance company and the 
dealer receives prompt payment 
covering the full cost of the job. 

4. Eliminates collection head- 
aches. It is the finance company’s 


problem to collect the monthly pay- 
ments. 

There are many different | ypes 
of lending institutions and tlhe in- 
stallment financing plans they of.- 
fer vary in a number of ways. It 
is not the purpose of this article 
to compare these plans or ex»lain 
them in detail. It is assumed that 
management of the retail luuber 
and building products company 
will study the available plans and 
make arrangements with sat’sfac- 
tory agencies so that the salesmen 
will have a suitable install:nent- 
financing plan to use in their sales 
work. From there on it becomes 
the salesman’s obligation to under- 
stand all phases of the plan thor- 
oughly and know how to apply it to 
his consumer selling. A check list 
with this article tells him what 
he should learn. 

From the standpoint of the 
building products salesman any 
discussion of consumer financing 
must be considered in two general 
classifications. These are: 

(a) Financing the cost of a new 
building. 

(b) Financing the cost 
property improvement job. 

FINANCING NEW HOMES 

All financing of new construc- 
tion is on a mortgage basis, but 
today’s mortgages contain far dif- 
ferent terms than those of former 
years. The static mortgage has 
given way to the amortizing mort- 
gage which requires a monthly re- 
duction of the principal loan to- 


of a 





FHA Maximum @= @& 


INCOME 


=> &>  Ultra-Conservative 





Can afford a 
monthly outlay 
(20% of in- 
come) for 
home owner- 
ship 


Which will buy a} These pay- 

home valued at: |ments will take 

(90% loan basis)jcare of 25-year 

loan princt- 
pal of: 


ANNUAL 
INCOME: 


Can afford a | Loan Princi- 
monthly outlay|pal. (assuming 
for home 16-yr loan at 

ownership of: 5% int.) 


(Will buy a 
home valued 
at: (70% loan 
basis) 





$1,730 


$1,903 $12.50 


ome 2 


$11.25 $1,157 $1,655 





2,537 2,307 16.66 


15.00 


aa aan 


1.547 2,210 





5,077 4,616 33,33 


SS, 


~ 30.00 3,095 4,420 





6,347 5,770 41.66 


37.50 3,867 5,525 





7,700 7,000 49.98 


45.00 4,640 6,625 





10,155 9,232 66.66 


60.00 6,186 8,840 





12,568 11,426 83.00 





75.00 7,730 11,050 





15,229 13,845 99.96 


90.00 9,277 13,250 





17,767 16,152 116.62 


7,000 


105.00 10,847 15,490 





25,300 23,000 166.00 


10,000 


150.00 15,460 22,085 





37,935 34,487 249.00 


15,000 


225.00 23,190 





50,600 46,000 332.00 


20,000 


300.00 30,928 : 





63,228 57,480 415.00 











25,000 


375.00 38,660 























Find your income in the center column. Read to the left to find the maximum loan 
plan which FHA will approve. Read to the right to find the recommendations of the 
more conservative lending institutions. This table is only an approximate guide. 
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e has With demand for modern hi-test building brick highest in 


mort- history, here is an outstanding profit opportunity no supplier 
ly re- of building materials can afford to overlook. By utilizing 
an to- inexpensive local materials such as slag, ore, sand, crushed 
stone or volcanic ash and cement, Brickmaster now enables 

you to produce your own decorative brick at a fraction of 






the cost of previous methods. 

Non-competitive with block, Brickmaster Brick is suitable 
for all exterior work. Concrete brick made under modern 
production methods easily meet building code requirements 
as well as the specifications of the American Society for 
Testing Materials and the Federal Specification Board. 

The Brickmaster unit is simple to install... utilizes exist- 
ing mixing system and hoist operation if available. Compact, 
efficient, versatile, it allows for size changeovers to double 
brick, triple brick, or slab as required. 
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gether with a monthly payment of 
interest. 

Your quotation should always be 
made on the basis of so much down 
payment and so much per month 
over the term agreed upon by the 
financing agency making the loan. 
Do not talk in terms of total cost 
of the structure. Discuss figures 
which fit the prospect’s budget. 

Do not financially over-crowd the 
prospect by attempting to sell him 
more than his income justifies. Try 
to adjust your plans and specifica- 
tions to meet not only his desires 
with respect to the construction, 
but his pocketbook as well. 

Remember that every mortgage 
lending agency concerns itself 
more with the ability of the bor- 
rower to make the monthly pay- 
ments than with any other feature 
of the transaction. You should 
also strive to retain that customer 





In place of the usual quiz the fol- 
lowing list is presented for the 
salesman’s guidance. These are 
things the salesman must do to 
be successful in selling on an in- 
stallment-payment basis. 

1. Understand thoroughly’ the 
terms and provisions of the financ- 
ing plans used by your company as 
they apply to new construction and 
also property improvement jobs. 

2. Learn how to sell time-pay- 
ment plans diplomatically. 

3. Know what credit information 
must be obtained from the pros- 
pect. 

4. Develop a technique to secure 
such credit information tactfully. 





Check List 7 


5. Learn to detect unsoun¢ 
credit risks so that selling tim 
won’t be wasted on them. 

6. Follow’ faithfully the pre 
scribed routine and avoid mis 
takes that will result in contrac: 
rejections. 

7. Be able to explain rejecte: 
deals to the prospect and thereb 
salvage cash business. 

8. Be able to answer the pro: 
pect’s questions regarding detail 
of the financing plan. 

9. Don’t overload your prospect 
beyond his ability to pay. 

10. ALWAYS QUOTE THE 
MONTHLY PAYMENT PRICE 
FIRST. 








for future sales instead of being 
content with a one-time sale for 
the construction of his home. 
HOME IMPROVEMENT FINANCING 
Over the years this field is more 
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The scale above is used for rapid calculation of monthly payments on 
amortized mortgages. Instructions are contained in the Illustration 
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profitable to the salesman, because 
improvement jobs are always avail- 
able while new construction has its 
ups and downs. 

It is far wiser to quote on a 
time-payment basis (so many dol- 
lars per month) and give the cash 
price to the customer only upon 
his request. If you quote the cash 
price first it may be difficult to 
come to time payments later. 

Many times during preliminary 
discussion of proposed work, the 
prospect is uncertain as to whether 
he should place the order for all or 
only part of the work suggested. 
This uncertainty is due entirely to 
a reluctance or inability of the 
prospect to spend the money. If 
you employ in_ these _ instances 
proper tactics in your quotation, 
you will provide yourself with an 
opportunity to close the maximum 
sale. Two quotations should be 
made, one for part of the job and 
the other for the complete job. The 
monthly payment quoted for the 
complete job should be based upon 
maximum terms, whereas the part 
job should be figured on _ shorter 
terms. By this method it wil! be 
seen that the two quotations in 
“dollars per month” will be ap- 
proximately the same. This makes 
it possible for you to immediately 
sell the advantages of the com- 
plete job, with monthly payments 
of approximately the sme 
amount. 

Don’t start out with the ‘dea 
that installment selling is con:pli- 
cated. True enough, there are -er- 
tain forms that must be han:iled 
but they are only as complic:ted 
as your mental attitude. T:me- 
payment plans can be one of ; our 
greatest selling aids if you will 
take the trouble to unders‘and 
them thoroughly and enable the 
prospect to understand them by 
explaining them in simple langu ge. 
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RAPID-WHEEL CONVEYOR 
PROVIDES EASY MOVEMENT 
OF LUMBER AND 
PACKAGED GOODS 










Can Be Set Up To Handle All 
) Types Of Building Materials 
With Convenient Accessories 





ct Rapid-Wheel Conveyor provides a 
1 better, faster and easier way to han- 
7: dle lumber in all steps between car 





and consumer. Other building ma- 
terials in boxes, bales, cartons or 
other packages may be handled with 
equal speed and ease. 
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Rapid-Wheel Conveyor used for unloading 
box car. 








Rapid-Wheel Conveyor consists of 
sturdy arc-welded steel sections with 
ball bearing wheels spaced at con- 
venient close intervals for carrying 





Rapid-Wheel Conveyor carries building board 
to storage. 


the load. Several sizes of conveyors 
with different wheel spacings are 
available. Sections are quickly con- 
nected and disconnected with the 
exclusive self-locking Rapid Flexible 
Coupler which has no loose parts to 
get lost or broken. Because sections 
are light and easy to handle, a con- 
veyor of any length can be set up 
quickly by one man. 


A full set of accessories including 
stands, curves, guard rails and other 
pieces for special applications may 


also be had. 


Advertisement 





POWER BELT CONVEYOR 
MAKES STACKING 
EASIER, FASTER 





The Stevedore, Jr. portable power 
belt conveyor saves valuable man- 
handling time in stacking, lifting, 
loading and unloading bags, boxes, 
bales, or cartons. Lifts 200 pound 
distributed load at 65’ per minute. 
Readily adjustable to any desired 
angle. Plugs in light circuit. Easily 
moved around by one man. 

For further information about 
how Rapid-Wheel Conveyors and 
Stevedore, Jr. can reduce handling 
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costs, write The Rapids-Standard 
Company, Inc., Dept. 50, Peoples 
National Bank Building, Grand 
Rapids 2, Michigan. 


Stevedore, Jr. stacks bun 
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FROM OUR OWN FORESTS AND MILLS 


Carload Quantities 


PONDEROSA PINE, SUGAR PINE, 
DOUGLAS AND WHITE FIR 


YARD STOCK 


Our recently increased timber holdings and added manufacturing facilities 
assure you continued, dependable supplies of Smith-Quality lumber and 
special lumber products. Send us your inquiries for anything made of 
Western Lumber. We manufacture and specialize in 


























Furniture Dimension Venetian Blind Slats, Rails and 
Glued-Up Stock Fascia 

Carpenters’ and Special Mouldings Ladder Stock 

Industrial Shook Ready-to-Assemble Furniture Parts 


We can also supply yard stock in any West Coast Wood. ECONOMY PRICES and 
QUICK SHIPMENT on SIS or SIS2E *4” and S1S-SIS2E or S48 11/16” Common 


can be C.M. S/L and EV 2E1S. 


Address all Correspondence to our Kansas City Offices. 


RALPH L. SMITH LUMBER CO. 


1635 Dierks Bldg. Kansas City 6, Mo. Victor 4143 


Member of Western Pine Assn., National Wooden Box Assn., National-American Wholesale Lumber Assn. 











West Coast Office: 910 Porter Building, Portland 4, Oregon 














KNIGHT SET WORKS s:vii.ruty ron Years 


Available for Early Delivery 











The Kent Machine 
Company as succes- 
sors to The Knight 
Manufacturing Com- 








Knight No. 1 Single Ratchet Set 
Works and Receder for Shafts 
from 1-7/16 to 1-15/16 inches. 


pany, can supply Set 
Works that meet al! 
requirements with 





types and sizes for 
all makes of sawmills. 


Knight Set Works 
are compact units 
with mechanical! 
movements and com- 
ponent parts that ar: 






Knight ingenious and _ con- 


No. 10 : 
Ge . structed of quality 
Cni on Single Acting 8 ; 
~~ go mone orm Set Works materials best suited 
Set Works for use with Spring pt 
or Power Receder Set Shafts mewn for continuous opera- 


from 1-15/16 to 2-3/16. for Shafts from 
WRITE TODAY for ILLUSTRATED LITERATURE 1-7/16 to 1-3/4. 


The KENT MACHINE CO. us Portage Trail, Cuyahoga Falls, Ohio 


tion. 
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SINGLE HOUSING AGENCY: the consolidation 
of covernment housing agencies is an accomplished 
fact brought about by the Senate's approval. This 
is likely to be followed by a strong effort at the 
next session to pass the Taft-Ellender-Wagner bill. 
Senator Taft says it'll be put among the top items 
on the legislative work list, next January. The 
House is opposed to this legislation; but heavy 
pressure is being brought to bear upon Congress. 
One special reason is the passage of modified rent 
controls. That's right. An election coming on, and 
a Congress sensitive to the charge that it’s inter- 
ested only in “propertied legislation.” Housing 
micht be an offset. 


HOUSING LOANS: congress refused to continue 
the authority of the RFC to buy GI mortgages; also 
terminated the RFC Mortgage Co., which bought 
mortgages insured by the FHA. Some builders 
think this may cause private capital to withdraw 
from the mortgage market; at least that it will force 
an increase in interest rates on veterans’ mortgage 


-~ 


loans. Incidentally, RFC loans to business will not 
be so free and easy, either. Under the new rules, 
veterans have little if any advantage over other 


prospects in getting home loans; so expect the 
service men to help put the housing heat on Con- 
gress, next January. 


LUMBER SUPPLY: lumber production has ex- 
ceeded consumption this year; was a billion feet 
above sales in the first quarter. Prices of lower 
grades declined, causing a lot of small mills with 
little drying equipment to close. Not much market 
lor green stock when supply passes demand. So 
the earlier estimate of 36 billion feet for this year 
wil not be reached. Prices of paint as well as 
‘es of lower grades of construction lumber have 
‘lined somewhat. But other building materials 
eiched peak prices in May and pretty generally 
stiyed there. Wages in the building trades still 
acivance. 


BUILDING TRENDS: building, for a time, showed 
signs of getting checked; due to costs and buyer 
resistance. During the early months of the year, 


new construction failed to reach the official advance 
es'imate by more than $650,000,000; which could 
I 
+ 
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an merely that the estimate was too enthusi- 
astic. But a good many projects were being de- 
ierred; some in hope of lower prices, some in fear 
0! nigher prices. The second, of course, was the fear 
nat higher wages and other operating costs would 
nake impossible the profitable use of the buildings 
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after they were built. But this earlier hesitation 
seems, at the moment, to be letting go. 


INCREASED BUILDING RATES: construction is 
on the up and up; both in housing and in the indus- 
trial-commercial field. The Expediter reports more 
new houses started, and more completed, in June 
than in any other month in the past twenty years; 
and he thinks this rate will continue through the 
summer. Commercial and industrial building was 
expected to pause, because of the coal contract. A 
good many people were sure, and some still are, 
that the wage increase would start inflation again. 
But apparently heavy building, like Ol’ Man River, 
goes rollin’ along. 


PLANT AND EQUIPMENT: ‘business investment 
in plant and equipment,”’ says the President's Eco- 
nomic Report, ‘has increased this year, even above 
the high records of last year.’ That, of course, is 
a six-months total and not necessarily an index of 
the future. However, a good many business men 
believe we've reached the famous plateau; a sta- 
bilized high-level economy that will hold, if not 
indefinitely, at least for a considerable time. On 
this theory a good many people with the necessary 
cash—builders and purchasing agents—are going 
into the markets. No more waiting, so far as they're 
concerned, for the predicted declines in prices. 


THE COAL CONTRACT: there is still plenty of 
fear, in Washington, of further inflation and all its 
woes; inspired by the advancing coal and steel 
prices. Incidentally, that coal-steel affair was 
a lot simpler than some observers made out. Sev 
eral explained it as a deal to get a certain candi 
date supported for the Presidency; others explained 
it in terms of patriotism, to support Secretary Mar 
shall's plan. Real explanation seems to have 
been a sellers’ market in coal and steel, in which 
the costs of the wage settlement could be handed 
on to J. Q. Public. Much pleasanter than a 
strike; but perhaps, in the long run, not less dis- 
astrous. 


DAT OLD DAVIL BOOM IN YOUR EYE: most 
business men think the spiral during the last of ‘47 
will not hit such a steep pitch; a careful, slow hump; 
here a little, there a little; something that will not 
scare the pants off the country, start it grabbing for 
surplus inventory and thus shoot the whole boom- 
bust works. It may be a near thing; but the smart 
money thinks we'll make it. Not so sweet melody 
to individuals and firms who were hardly getting 
by on the earlier, and lower, levels. But at least no 
king-size blowup. We hope. 
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As Chickens Always Do 
HE HIGH COST of a prolonged 
sellers’ market is only now 
coming home to roost in many a re- 
tail establishment. 

Nothing is more devastating to 
personnel than to have more cus- 
tomers than goods... especially for 
a considerable period of time. Hu- 
man nature being what it is, it is 
only natural to let down on the 
selling oars when it doesn’t take 
salesmanship, advertising, service, 
or anything else to dispose of such 
merchandise as it is possible to 
accumulate. 

“Fifty percent of our sales staff 
should be fired,” sad the personnel 
manager of a well-known depart- 
ment store recently. “And 82 per- 
cent have been hired since war be- 
gan who haven’t the faintest con- 
ception of what customer service 
really means.” 

Neat little job ahead for some- 
body, it seems. 

* * 
Under glass in a medico’s office: 
“Ve git too soon old—Un’ too late 


schmart.” 


Big Business 
ESPITE THE DILEMMA of 
shrinking sales in many de- 
partment stores, as mentioned 
above, we know of few lumber 
yards where the same situation 
prevails. 

“We’re running 50 percent ahead 
of last year,” a lumber dealer in 
the wheat belt told us. “If the crop 
turns out to be as good as it looks, 
we simply won’t be able to get 
enough stuff to meet our needs.” 

Big wheat crop, at big prices, cer- 
tainly adds up to big business. 

The lumber dealer is sittin’ pretty 

who can sign his name to any ad 

he encounters...and deliver the 
goods. 
%* % % 
Business Can Be Too Good 

. SOUNDS SORT of hard to be- 

lieve but we know a lumber deal- 
er who is doing such a big volume 
of small sales that he hasn’t paid 
much attention to the fact that 
four different outside companies 
have sold houses in his town since 
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the first of the year. Pick-up trade 
is highly important but it is never 
sufficient in dull times to make up 
for the loss of houses and farm 
buildings. ..a market which is now 
drifting away from lumber yards 
in many areas. 


Front Seat Or Nothing 


PEAKING OF SIGNING your 

name to such ads as are en- 
countered in the course of the 
day’s events, reminds us that we 
know a lumber dealer who does ex- 
actly that and has been doing it 
for years. 

“T consider it to be my duty,” he 
says, “to render as good service to 
my community as anyone can get 
from any other source. If I can’t, 
there is something wrong. That’s 
when I get good and busy.” 

Never saw a better posted dealer 
or knew of one more respected in 
his trade area. 


%* * & 


To lose out, it is merely necessary 
to lose your temper...and keep 
on doing it. 


* * * 


H.A. RECENTLY reported its 

¢ largest Title I week with 

29,000 loans approved for $14,000,- 
000. 

Trouble is that too small a per- 
centage came from lumber dealers. 

Applicators on the other hand 
are going to town. 

Recently it was called to our at- 
tention by a lumber dealer that 
there were 59 established yards and 
not even half a dozen applicators 
in his city when he started in busi- 
ness in 1926. Today there are 32 
retail yards and 55 applicators. 

“Installment selling did it,” he 
said. “They sell by the job at ‘so 
much per month’ and get the cash 
from the finance company. We sell 
by the thousand feet and put it on 
the books.” 

Regardless of who makes the 
sale, the fact remains that 29,000 
Title I loans for $14,000,000 is a 
lot of business. Furthermore, don’t 
overlook the number of uninsured 
deals that are taken by local banks. 
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By R.E. S. 


The Automobile Way of Life 
UMBER YARDS are filling up 
but the show rooms still are 
empty of automobiles. 
Yet automobiles are being mide. 
A neighbor of ours worked for 
12 months to get a car only to be 
told where one could be obtained 
for $800 above the delivered price. 
Lumber is high but not that 
high! Furthermore, it isn’t being 
sold that way. 
Glad we’re not in the automobile 
business! 


“Getting along” with people de- 
pends more on yourself than the 
“people.” 


Lumber Dealers Take Note 
N EVER KNEW a time when so 

many interesting things were 
happening in the retail world. They 
had a big modernization (store) 
show in New York a few days ago 
that attracted national attention in 
the daily papers. 

Interesting discussion: How to 
stimulate “impulse buying.” The 
customer is in the store for some- 
thing else. The problem is to cause 
her (or him, too, for that matter) 
to stop, look and listen as_ she 
sweeps past a certain counter. 

It all adds up to the fact that 
the place to create a buying urge 
is at point of sale...when the cus- 
tomer is in the store with money 
in hand. Stimulation of impulse 
buying is regarded as a “must” in 
modern retail establishments. 


1,765 Houses 
F YOU WANT some interest- 
ing reading, try the housing 
ads in the New York papers. Here 
is an example of what we mean: 

“Last week we started our 1705th 
house in just a little over one year 
of postwar building.” (Levit & 
Sons, Long Island, speaking.) 
“Last week we had on our books 
475 contracts for houses to be de- 
livered and we’re building at the 
fastest rate the industry has over 
known!” 

Levitt’s price for a_three-!ed- 
room home, including 80x100 ‘oot 
landscaped lot, $9,990. Nominal 
down payment, $70 per month. 
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The 4 Big Plants of 


THE DIXON 
INDUSTRIES 


ARE ALWAYS AT WORK 


Producing More 
High Quality 


LUMBER 


To Help Meet the 


Urgent Demand for 
the No. I Favorite 
Building Material for 
AMERICA’S HOMES 


THE DIXON INDUSTRIES 


Grant Dixon, President 
Hal R. Dixon, Treas.-Manager 


SPOKANE 


Western Pine Manufacturing Co. 
Spokane, Washington 


Exchange Lumber & Mfg. Co. 
Spokane, Washington 


Lincoln Lumber Co. 
Lincoln, Washington 


Ellis Glazing Co. 
Henryetta, Oklahoma 


Western Pine Assn. e National Door Mfrs. Assn. 
Ponderosa Pine Woodwork e National Wooden Box Assn. 
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WHY CONTINUE 
fo sweat clout! 


YOU DON’T HAVE TO, YOU KNOW! 


Irs no longer necessary to sweat out sash recondition- 


ing with all of its waste of time and labor. When you 
use ARM-GLAZE Elastic Glazing Material, you can han- 
dle and ship sash the same day, thus saving time and 


space and speeding up work all along the line. 


ARM-GLAZE seals perfectly, retains its elasticity, never 


goes rock hard, and absorbs all shocks of normal service. 


ARM-GLAZE outstrips any putty you have ever used, 
eliminating cracking, checking and all other faults com- 


mon to ordinary putty. Quit 








sweating it out on sash re- 
conditioning—start using 
ARM-GLAZE on all sash 


today! 


UN 


COMPANY 


4065 So. LaSalle St. 241 So. Post Ave. 319 So. Crowdus St. 
Chicago Detroit Dallas 


4] 











E 
9 rqAe TH 
UTILITY OF 
YOUR RADIAL SAW 


PRODUCTIVITY 
OF YOUR SHAPER 





FENTON 
MOULDING HEAD 
and FORM KNIVES 


Increase the efficiency of your overhead-arm 
wood working machinery and special arbor 
equipment—install FENTON Moulding Heads. 
Precision engineered — perfectly balanced — 
finish ground. 


Head—1%,"" x 4°’ dia. with a 134” 
arbor hole with counter bore. Widely used 
for rafter notching, moulding, jointing, cabi- 
= — pattern work. Write for circular 


FENTON KNIVES 


maximum 


COSTLY 
HAND FORMING 


and SHARPENING 


Used with the FENTON head, FENTON Knives 
cut set-up time—require no adjusting—no in- 
dicating—just set them in place and start 
work. Knives are preformed—sharpened on 
cutting face only. Consistency maintained 
through unlimited sharpenings. The use of 
hardened high speed steel insures more cuts 
per grind. 


WRITE FOR FREE _ LITERATURE 
ON THESE AND OTHER FENTON 
WOODWORKING HELPS. 


R. N. FENTON CO. 


1960 E. Milwaukee Avenue 
DETROIT 11, MICHIGAN 
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Simple Home-Planning System 


Planitect is a new home-planning 
system that is designed for pro- 
spective home builders who want 
to put their ideas on paper. It 
consists of a booklet containing in- 
structions, photographically illus- 


AST 


- & | you need 
fo make a floor Plan 





trated, 
houses developed by the Planitect 


including six example 
system, with reproductions of the 
actual planitect floor plans; a set 
of 11 cardboard sheet with scaled 
plans for any size room, hallway, 
closets, bathrooms, stairways, 
porches, walks, garages, doors, win- 
dows, standard furniture pieces 
and ground plot. By cutting out 
these cardboard units and fitting 
them together on the green ground 
plot sheet, a properly proportioned 
plan is easily accomplished. Mer- 
chandising ideas include’ exhibi- 
tions of actual Planitect layouts, 
special blueprint service, regular 
advertising. For an_ illustrated 
leaflet and further information 
write Planitect company, Dept. 
AL&BPM, 539 Magazine street, 
New Orleans, La. 


Bathroom Cabinet Catalog 


The latest issue of the Grote 
bathroom cabinet catalog is now off 
the press. Included are a variety 
of designs, some with attached 
lighting fixtures and some without. 
All lighted cabinets are wired at 
the factory and are electrically 
equipped to conform to the Under- 
writers’ laboratories standards. 
There is a convenience outlet in 


c 
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the base of the bracket for plugging 
in electrical appliances. The 
frames are either stainless steel oy 
white enameled steel. The many- 
facturer offers dealers newsmats, 
electros, zinc etching proofs, cata. 
logs, direct mail literature and en. 
velope stuffers. All cabinets are 
constructed with one-piece, deep 
drawn seamless heavy steel bodies, 
For more complete information 
and a catalog write Grote Manv- 
facturing company, Dept. AL& 
BPM, Bellevue, Ky. 


Moulding Merchandiser 


The Premier 101 merchandiser 
is an attractive display for the 
salesroom which includes literature 
suggesting to the customers ways 
to use the mouldings. The entire 
display takes up 17x24 inches of 





floor space. The display is it 
cluded with the purchase of 3 
specific quantity of mouldings, 
which are made of extruded alumi- 
num with a high lustre finish. The 
mouldings are designed to b in- 
stalled by the customer himself. 
Included in the line are strips and 
corners for wallboard, nosings and 
cover mouldings for counter, ‘able 
and sinks. For a descriptive folder 
and more complete information 0 


the mouldings and the merchar- 


diser write Metal Trims Inc., Dept. 


AL&BPM, P. O. Box 1072, Youngs- 


town 1, Ohio. 
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BETTER STYLE IN BUILDERS HARDWARE BY 





Bs 





Sacer “Artists in Metal” have preserved 


in imperishable brass and bronze the 


spirit of classic design. Yet, with master 


craftsmanship, they have provided gen- 


erously for the practical aspects of fine 


Builders Hardware: sTRENGTH and DURA- 


BILITY, ease of installing—and, of course, 


dependable operation. Such is the basis of 


enduring charm, of sound satisfaction . . . 


for both home-owner and builder alike. 














NORTH CHICAGO, ILLINOIS 





HOLT HARDWOOD CO. 


Manufacturers of 


MAPLE @ BIRCH @ BEECH @ OAK 
STRIP @ BLOCK 
and 
HERRINGBONE 
FLOORING 


> BROOM HANDLES 
"ob GRADED SAWDUST 











Id ngs, e 
ajuml- 
h The High Grade Northern Hardwoods 
e In 
in self. ad 
Ss ¢ d e 2 
Ps - Custom Kiln Drying 
, table & 
- folder Members: M. 7. M. A. WN. HLA. NH AMA 
ion on 
“w:|/  @CONTO, WISCONSIN 
oungs- 
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heat. 
and on many installations. 
is recommended by the nation's 
leading architects. 


BETTER FOR YOU.... 
INFRA gives you EXTRA profits on every job. 
EASY TO HANDLE: Weighs | oz. per sq. ft. (1,000 sq. ft.— 





BETTER FOR YOUR 
CUSTOMERS... 


INFRA ACCORDION 
TION with double foil ALUMI- 
and TRIANGULAR AIR 
CELLS conserves winter heat with 
unequalled efficiency .. . 
67/3” rockwool in repelling summer 
Tested in the laboratory 
Infra 





















60 Ibs.) 


EASY TO STORE: A million sq. ft. can be stored in a space 


16’ x 16’ x 12’. 


EASY TO SHIP: 8,000 sq. ft. can be tucked into a passen- 


ger car. 


EASY TO INSTALL: Over 2,000 sq. ft. per day per man. 


Send for full information and samples. 


NFRA 


Snsulelcon 


INCORPORATED 


(HR RES PCS el della Bi 


INSULA- 


equals 









THERMAL 

FACTORS 

STAMPED 
ON EVERY 
CARTON 


49 








Rot-Proof Waterproofing 
Membrane 


An inorganic, rot-proof water- 
proofing membrane consisting of an 
open-mesh fabric woven of Fiber- 


—the Danbury doormat enables the 
consumer to select a mat that har- 
monizes with the house exterior, 
trim, awnings, shutters, etc. The 
mat has high sharp ridges of heavy 





differently styled plans adaptable 
to water conditions in all parts of 
the United States. This book fea- 
tures boathouse plans that can be 
followed with a minimum of techni- 
cal knowledge. Detailed floor plans, 
elevations and bill of materia! en- 
able anyone handy with tools to 
construct any of the boathouses or 
docks presented. If some designs 








glas yarns, is announced. The are more adaptable than others in W 
membrane is designed for roofing a certain area, a dealer may easily your 
applications, for waterpoofing brick prepare a packaged bill of mate- Expe 
or concrete walls above or below rials for quick sale in constructing sign 
grade and for many other water- these boathouses. Copies may be Serv! 
proofing jobs in the construction obtained free at any of the out- to sé 
industry. The open mesh is said board motor dealers in the country, and 
to permit full impregnation by the gauge rubber that scrape off dirt or by sending 35 cents in stamps pron 
waterproofing compound. The im- and mud. The grille construction or coin to the Outboard Boating Yc 
prgaated fabric te aid adhere (sanld to make the mat aet-ciean- Club of Amarin, S07 N; Miche Hy 
: . a Gear Se ing and prevents holding of water. Gan Svenwe, a 2, ‘ satis! 
iP aot tt con win geengeeras They are made in to snes, T8530 Log slide Rae es 
burn when hot coal tar and aaphelt and 24x36. For additional infor- ; ; = 
hinmnens tat semen ae. Dar One mation write Danbury Rubber com- A new Deci. Log log slide rule, a ' 
aie talecees chs inition pany, Ine., Dept. AL&BPM, Dan- that is said to simplify computa- at t 
; . ees bury, Conn. tion, is announced. The scales on Le! 
Supply company, Dept. AL&BPM, he teent of the vale are an oo 
Cleveland, Ohio. Boathouse Plan Book eS ye 
sai ranged that only one setting of the 
Emphasizing ease of construc- hairline gives with each result its KE 
Rubber Welcome Mat tion and the availability of good square root, cube root and _log- 
“Color at your doorstep” is the materials for docks and_ boat- arithm. The scale on the back is Of 
theme behind a new rubber wel- houses at local lumber dealers, the expended and arranged to give with 
come mat. Available in four col- Outboard Boating Club of America each setting of the hairline decimal SOU’ 
ors—blue, green, brick red or black has published a book containing 21 fraction to four and five figures; 
= 





Special Offerings 


for Prompt Shipment 
2x8” — 20’ No. 2&Btr. AD AST 


YP S4S EE 


No. 2 Com. KD Pine Boards 


6” & Wider 


11/16x6&Wdr. R/L No. 3 Com. 


YP S4S 


2x4&Wdr. R/L No. 2&Btr. 85% 


Hrt LLYP Rgh & S45 


1/4 x RW&L No. 2 & Btr. AD 


GUM 


1/4 x RW&L No. 2 & Btr. AD 


Hickory 


For quality and service put 
your needs up to Scotch. 


COTCH 





ern 


Soundbilt is a name that stands for quality in plywood. 
As the name itself implies, Soundbilt is a well-manufac- 


tured, soundly produced plywood. It comes from fine, old- 
growth logs. It is made in a modern plant. Soundbilt is 
a name you'll be hearing more about from now on. 





SOUTHERN PINE e@ 
FULTON, ALABAMA 


SOUTHERN HARDWOODS 





_® | « 47C. 


230 EAST F STREET * TACOMA, WASHINGTON ® PHONE MAin 0179 


Mixed Cars a Specialty Member SPIB and NHLA , Bn oe 
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When you place an order with Kentwood—one car or 100 carloads— 
our order is immediately assigned to a Kentwood Service Man and 
Expediter for his personal supervision. At Kentwood, we don't just as- 
sign your order to a mill and forget about it. No Sir! The Kentwood 
Service Man follows through in person, cooperating with the mill crew 
to see that all details of manufacture, dak selection, drying, grading 
and loading are in “apple pie" order—that shipment goes out when 
promised. 

You benefit by getting the kind of lumber you want—when you need 
it~at a fair market price. The mill benefits by making you a regular, 
satisfied user of its products. We benefit by your repeat business— 
through placing our emphasis on dependable personal service to you 
rather than just on selling you. Every Kentwood sales representative is 
a Kentwood Service Man, spending two out of every four to six weeks 
at the mill in service work. 


Let us demonstrate how well Kentwood’s Personalized Service will please you. 


KENTWOOD LUMBER CORPORATION 


Offices: First National Bank Buildi 
TB. Richardson, Pres. BIRMINGHAM, ALABAMA 


SOUTHERN PINE a SOUTHERN HARDWOODS ® WHOLESALE 








LANE Chain Feed Gang Edgers are 
ruggedly built for getting out large quan- 
tities of boards economically. They are 
designed for convenient operation and 
built of the best seasoned materials for 


long accurate service. 


The Lane No. 3 Edger, 33 inches in width, 
produces 1500 to 3000 feet per hour. 
Will take lumber up to 494” max. thick- 
ness and will accurately edge up to 21” 


wide. Write for full information. 


M1-PORTABLE 
ATIONARY MILLS 
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its reciprocal to four and five fig- 
ures; logarithm; cologarithm; nat- 
ural logarithm to base. The scales 
read from one ten billionth to ten 
billion and give decimal point loca- 
tion. The rule is made of mag- 
nesium alloy with plastic surface. 
Comes with carrying case and in- 
struction manual. For more details 
write Pickett & Eckel Inc., Dept. 
AL&BPM, 5 S. Wabash avenue, 
Chicago 3, Ill. 


Asphalt Shingle Visualizer 





A new device which makes it 
possible, merely by holding an 8x10 
inch card up to the light, to show 
the exact extent of the unusual 
overlapping features of a new type 
of asphalt shingle, is being dis- 
tributed. The purpose of the handy 
visualizer is to enable a dealer to 
demonstrate to a customer just how 
Ruberoid’s new  Dubl-Coverage 
Tite-Ons assure two thicknesses of 
shingle over every inch of a roof 
and three thicknesses at vital 
points. It can be used either in 
the store or on outside calls. A 














lt Takes Good Logs 
to Make Good Lumber 


—and A-Y has ‘em. Behind the A-Y modern mill is 
choice stand of Ponderosa Pine timber that supplies a 
steady flow of superb quality logs to the A-Y saws. 
A-Y starts with quality in the log—and maintains it 
throughout all operations—right into the finished prod- 
ucts that are shipped to you. 


Yard Stock, Factory Lumber 
Mouldings, Industrial Items 


Member Ponderosa Pine Woodwork 





Alexander-Yawkey Lumber Co. 


Members Western Pine Association 






Prineville, Oregon 
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main feature of the new shingle 
design is its provision for over. 
lapping. In addition to being fas. 
tened to the roof deck at four points 
by concealed nails, it is further ge. 
cured by being locked at four 
points to the adjacent shingles, 
without wires or clips. For aq 
copy of the visualizer and further 
information about this new shingle 
write Ruberoid company, Dept. 
AL&BPM, 500 Fifth avenue. New 
York 18, N. Y. 


Electric Water Tank Heater 


A new stock tank heater is be. 
ing announced. This 1,000-watt 
fully insulated unit is new in de. 
sign and is said to offer greater 


heat transfer to the water. 


()per- 
ating on the same principle of 3 
home electric water heater, it heats 
the water as it is used, thus reduc- 
ing electrical current consumptiol 
to a minimum. A built-in thermo- 
stat is set for 40 degrees when the 


heater leaves the factory. Adjust 
ment for warmer water can be 
easily made. It has an armored 


cable with lock-in type plug ané 
ground wire. Included with every 
unit, is a lock-in type receptacle, 
which is said to prevent accidental 
disconnecting of the cable by live- 
stock. For further information 
write H. D. Hudson Manufacturing 
company, Dept. AL&BPM, 5:9 E. 
Illinois street, Chicago 11, III. 


New Hardware Catalog 


Allen Steel Products annovnces 
that its new 1947 catalog of metal 
building specialties and har« wale 
is just off the press and ready for 
mailing. Specially prepared io fit 
standard binders and with conve! 
ent index on front cover for easy 








reference, the catalog shows the 
company’s complete line, contall-| 


' 
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134,445,000 modern-minded 
people share her interest 


Grand Rapids Invizible Sash 
Balances are sold monthly to 
the readers of these magazines 

. the bulk of the home- 
building market. 


) 
Peller omy 





ed 1 


GRAND RAPIDS , 


Alia fl WAZ 
raat zs 


Yenc | . 
SASH BALANCE 





The practical SPIRAL sash balance 


Of course she can afford them! They go in quick 
and easy .. . just three screws per balance... 
save hours of high-priced labor. Laboratory tests 
point to perfect lifetime performance ... proved 
in thousands of homes. No tapes, no cables, no 
exposed tubes, no corrosion. The one practical 
installation for modern narrow trim. A few stand- 
ard sizes fit 95% of all residential requirements 
+. Same size balance fits upper and lower sash. 


For complete specifications and instructions 






Write today for fully illustrated specification 


CATALOG IM and installation data. See how Grand Rapids 
SWEET'S 


"== Invizibles fit into your next set of plans! 
. —_/ 


GRAND RAPIDS HARDWARE COMPANY 


Grand Rapids, Michigan 


Quality Leaders in Sash Hardware for 50 Years 





Mrs. D. MacDuncan 


who wants the best in 
window hardware . . 










ye Stumped. 


by customers’ gluing problems ? 


The new Casco Glui 


. & 


ng Chart 
will help you out. 


This chart takes the guesswork out of glue-selling. 
Lists all common gluing jobs—the required glue 
properties—and the right glue for the job. 


Big, easy-to-read—91¥/” x 15144”. Mounted on 
heavy board. Has easel and hole for hanging. Var- 
nished, easy to keep clean. 










Attracts attention on counter or window; the new, 
bright, orange and blue CASCO Gluing Chart will 
help make your store Workshop Headquarters. 


Casein Company of America 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue, New York 17, N. Y. 

















Grand Rapids Sash Pulleys 


4 No. 103 face plate, cone bearing type and Nos. 
175, 109, 110 sawtooth drive type sash pulleys 
cover 95% of all sash pulley requirements. 








Bi [hj 
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ae er ee ee en ree 
: Casein Company of America, Dept. AL-87 : 
fi (Division of The Borden Company) i 
4 350 Madison Avenue, New York 17, New York : 
; Dear Sirs: We stock CASCO Glues. Please send, free of ; 
: charge, the new 1947 CASCO Gluing Chart. 4 
Ly 
+ Name__ : 
8 e 
s Store i 
i i 
> : Address ; 
: City State 
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SAVE TIME 





WITH 
_ QOpiinat DHNER 


HANDY CALCULATOR 











Calculate 
Footage Gross Profit 
Weights Net Profit 
Invoices Discounts 
Mark-up Commissions 
Any figuring job 
in a JIFFY 


Lowest cost calculator on market .. . 
quick, easy to operate . . . entirely port- 
able . . . saves time, money, effort... 
eliminates errors. 


immediate Delivery 
Order a machine on trial. Increase your 


staff efficiency. You'll want one on every 
desk, in every department. 


IVAN SORVALL 


210 Fifth Ave.. New York 10, N. Y. 
Ask for Bulletin PP-83 











AUPERE 


Production is Improving 


Nationally Pw 2 
Advertised Z jus 














Packaged, 
Labeled and Sealed 


To you who have been patiently 
standing in line awaiting deliveries 
of SUPERCEDAR- our production 
is at last increasing. While in fair- 
ness to all we must continue for 
the present on allotment basis, we 
are hoping to achieve reasonably 
good service in the near future. 


GUARANTEED tes 

pectacular Pent:up 
90% Red Heart Demand for SUPERCEDAR 
or Better Ss —_ gratifying. ys 
: ealer, reserve space for 
100% Oil Content it in your shed-—we are 
s —<— going to make it availa- 
ble to you as rapidly as 

conditions will permit. 







cL SET LINING 
> se Product of 


GEO. C. BROWN & CO. 


GREENSBORO, N. C. 









LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 
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ing illustrations and informative 
descriptions. Catalog and price 
sheet will be sent to all those writ- 
ing Allen Steel Products, Dept. 
AL&BPM, 1845 Garfield avenue, 
Detroit 7, Mich. 


Trigger Type Calking Gun 


A new trigger type calking gun 
is announced that snaps over any 
spouted calking cartridge. The 
gun is said to be ready for instant 
use. No gun caps, nozzles, wash- 





ers, bolts, or tools to handle. De- 
signed with a ratchet ram-rod con- 
nected to a round pressure plate 
and trigger handle that moves 
pressure plate forward an eighth 
of an inch at every trigger pull. 


It is of all-steel construction, 
weighs less than 14 ounces. Packed 
12 to a case. The 2x9 inch leak- 
proof cartridges are packed 10 to 
a display carton. For further in- 
formation dealers east of the Mis- 
sissippi should write Gibson-Ho- 
mans company, Dept. AL&BPM, 
2414 Woodhill road, Cleveland 6, 
Ohio. Dealers west of the Missis- 
sippi write Battenfield Grease & 
Oil company, Dept. AL&BPM, 3195 
Roanoke road, Kansas City, Mo. 


Small Homes Plan Book 


A new small homes plan book, is 
the first in a series to be designed 
around a space heater. They are 
designed for both low cost con- 
struction, eliminating basements 
and for low cost heating with a 
modern coal heater. Included in 
the book are one-story Cape Cod 
styles, one-story ranch type, and 
two story colonial styles. Samples 
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of the book will be sent without 
charge to dealers. For a copy of 
the book and information on addi. 
tional copies and blueprints, write 
Locke Stove company, Dept. ALg. 
BPM, 114 W. I1th street, Kansas 
City 6, Mo. 


Lumber Structure Designs 


The 1947 edition of typical lum. 
ber designs with quantities aid ma- 
terials lists for light and heayy 
frame structures, prepared hy Tim- 
ber Engineering company, ‘s now 
available. Over 200 lumber roof 
truss designs are listed for garages, 
stores, churches, warehouses and 
hangars. The designs employ the 
Teco connector system of construe- 
tion and are offered as guides in de- 
signing for specific jobs. Most of 
the designs are available upon re- 
quest free of charge. For further 
information write Timber Engineer- 
ing company, 1319 Kighteenth: street 
N. W., Washington 6, D. C. 


Sash Balance Weatherstrip 


The Milwaukee Metal Strip Serv- 
ice Inc. is beginning national dis- 
tribution of the Milwaukee combi- 
nation sash _ balance-weatherstrip. 
The combination consists of spring 
bronze channel side stripe, in con- 
junction with cadmium-coated steel 





springs. When this is used, cords, 
weights and pulleys are not needed. 
The channel side strips act as ver: 
tical weatherstripping. For fur 
ther information about this proé- 
uct and its distribution write Mil 
waukee Metal Strip Service Inc. 
Dept. AL&BPM, Milwaukee, Wis. 


Controlling Water Tempercture 


The danger of scalding ov thi 
discomfort of sudden chilling in ‘ 
shower bath can now be eliminatel 
it is said, by installation of the nev 
Aquatemp control valve. This de 
vice guards against variations in the 
selected temperature of raining 
water in spite of sudden water pres 
sure changes. Aquatemp is a pre* 
sure-controlled valve. Sudden pre* 
sure drops, which cause trouble whet 
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‘ LLC SEE ATS TO INES ETT 
525 CORBETT BUILDING—PORTLAND 4, OREGON 


LUMBER... , if . ; be West Coast Species 


*% MILLWORK % MOULDINGS INDUSTRIAL CUT STOCK 
*& FURNITURE DIMENSION STOCK 





OMAK-KWALITY 


Window, Door and 
Cellar FRAMES 


Trim, Mouldings, Casing, Base, 
Finish Lumber, Furniture Spe- 
cialties, Etc. 





Meet this profitable demand. 
Start the KENNATRACK VOGUE 
in your town. A sample installa- 

— ‘ tion—and a littl blicity does it. 
District Sales Representatives ar tn - * KENNATRACK 
Mr. R. F. Taylor Mr. H. M. Tripp 


No. 24 Welwyn Road P. 0. Box No. 85 folder—and learn about this profit- 


Great Neck, L. I. Crystal Lake, Il. ; salty. 
New York ' ° i making specialty 












_ Member Western Pine Assn. 


.\ ate 
McKENNA 
INC. 


Te sae 


FACTORY: ELKHART, INDIANA 











We Manufacture and Wholesale 
Southern Pine and Hardwood Lumber 


OUR SPECIALTY: 2 x 4—8’ SLYP S4S Std. EE DET A/D 


CORINTH PLANING MILL Co. 


| P. 0. Box 501 Telephone 968 
| _CORINTH, MISS. 

















Custom Resawing and Surfacing in Transit 
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water is turned on in the same room 
or building, activate the new valve 
causing it to balance hot and cold 
volume at the selected temperature. 
It is said to be easily installed for 
use with any type of shower fitting. 


For more complete details write 
Milton - Griffith company, Dept. 
AL& BPM, 8619 Mack avenue, De- 
troit 14, Mich. 


Patterned Surface Plexiglas 
Plexiglas is now available in a 
variety of patterned and corru- 
gated surfaces. Announcement of 
these new forms is made in a de- 
seriptive leaflet. Range of de- 
signs includes broad and narrow 
flutings, ribbed, pebbled, dotted and 
frosted finishes. Applications for 
which the new patterned plexiglas 
is suitable are household furnish- 
ings, displays, partitions, screens, 
and other architectural applica- 
tions. For a copy of the descrip- 
tive leaflet write Rohm & Haas 
company, Dept. AL&BPM, Wash- 
ington square, Philadelphia 5, Pa. 








Send 


Your House Plan 


Redrafting to 


Lumberman’s 
Plan Service 
Reasonable -- Prompt 


120 Machin St. e¢ Peoria 5, Ill. 
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New Warp Display 

Warp Brothers have just an- 
nounced a newly-designed counter 
display and free dispenser for the 
complete stock of window mate- 
rials. The display and dispenser 





carries 25 square yards each of 
Flex-O-Glass, Glass-O-Net, and 
Wyr-O-Glass and 25 lineal feet of 
Screen Glass. The display takes 
three square feet of counter space. 
The information printed on the 
display makes it a silent salesman; 
the customer can read the uses of 
the material. The dispenser can 
be refilled as rolls are sold out. For 
more complete information write 
Warp Brothers, Dept. AL&BPM, 
1100 N. Cicero avenue, Chicago 51, 
Ill. 


New Radial Woodworker 

3eing introduced to the trade at 
this time is the new Raydol Wood- 
worker. The arm, column and base 
are of one piece aluminum con- 





struction. The controls are in front 


where easily reached. Fully auto- 
matic position finders are self com- 


August 


pensating for wear. The fan cooleq 
motor, one or two horse power, js 
totally enclosed. It is provided with 
a selector switch permitting use op 
either 115 volt or 230 volt current, 
One of the features is the long and 
short arm operation; it is never 
necessary to remove the guide strip 
as the arm can be moved forward 
to increase the rip and cut-off ¢a- 
pacity. For more complete infor- 
mation write Cotton Engineering 
corporation, Dept. AL&BPM, Bart. 
lett, Tl. 


New Hedge Clipper 

Trimit, a new hedge clipper is 
being introduced. It is used for 
clipping hedges and pruning trees 
up to % inch thickness. It has a 





safety guard over moving parts, 
and is said to be balanced to pre- 
vent fatigue. Using a_ one-screw, 
three-minute assembly, Trimit can 
be attached to any standard 1 inch 
portable drill. It weig-hs 3) 
pounds. For a complete descrip- 
tive folder write Woodland Prod- 
ucts company, Dept. AL&BPM, 
Pittsburgh 15, Pa. 


New Safety Bath Rail 


The new safety bath rail is made 
of chromed brass and is said to be 
readily adjustable to all bath tubs. 
It was designed to provide safety 
and prevent accidents in getting in 





and out of the tub. The rail is 
placed exactly where needed for 
support. It can be used as a fool 
rest while bathing the feet. Chil- 
dren can use it as a support while 
being bathed. For more com»lete 
information write Price-Th mas 
Inc., Dept. AL&BPM, 6928 “ar- 
negie avenue, Cleveland 3, Ohio. 
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MARKET ANALYSIS 


Current Statistics on 
Output and Distribution 

Lumber shipments of 396 mills reporting to the 
National Lumber Trade Barometer were 13.1 percent 
below production for the week ending July 12, 1947. In 
the same week new orders of these mills were 27.4 
percent above production. Unfilled order files of the 
reporting mills amounted to 66 percent of stocks. For 
reporting softwood mills, unfilled orders are equivalent 
to 29 days’ production at the current rate, and gross 
stocks are equivalent to 41 days’ production. 

For the year-to-date, shipments of reporting iden- 
tical mills were 4.8 percent above production; orders 
were 7.0 percent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 20.6 
percent below; shipments were 24.9 percent below; 
orders were 6.2 percent above. Compared to the cor- 
responding week in 1946, production of reporting mills 
was 9.7 percent below; shipments were 16.3 percent 
below; and new orders were 14.0 percent above. 


New Grading Rules 

The Northern Hemlock and Hardwood Manufac- 
turers Association, Oshkosh, Wis., announces the pub- 
lication of grading rules for Hemlock and Tamarack 
lumber (effective July 10) and for Northern (Genu- 
ine) White Pine, Norway Pine, Jack Pine, Eastern 
Spruce, Balsam and Aspen (effective May 1) accord- 
ing to changes recommended by the Bureau of Grades 
and adopted by the association. Both sets of rules, 
superseding all previous additions, now include a sales 
code and the pine rules contain some modifications 
principally in the common and shop grades. 


In the Market Centers 

TACOMA—Generally speaking the situation is 
good for this season of the year. Most orders, how- 
ever, are for immediate delivery only, buyers being 
somewhat wary regarding future business because of 
the high prices. Most mills are taking advantage of 
the relatively slack period to clear up employe vaca- 
tions and in consequence many plants are closed 
down or are preparing to resume operations follow- 
ing vacation shutdowns. The shutdown period is not 
entirely lost however as the operators take advantage 
of tne closing to make necessary plant repairs and 
improvements. The forest fire situation has been 
unusually good for this season of the year, no serious 
fires being reported despite the protracted period of 
good weather. Offshore business is maintaining a 
good volume and shipping space is showing some im- 
provement. 

KANSAS CITY—Decided strength and marked 
activity in the yellow pine market were noted re- 
cently, as a series of events shifted orders to the big, 
established mills. 

Widespread rains cut sharply into production 
throughout the region and made it impossible for 
the little mills to work. The big operators with some 
Supply of logs on hand were able to keep busy. Hun- 
dreds of little mills have shut down this year and 
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Here’s a real profit opportunity for lumber and building 
materials dealers. Stewart Products are used extensively for 
the beautification and protection of all types of property. 
They comprise: Chain Link Wire and Iron Picket Fence; 
Plain and Ornamental Iron Railings; Iron and Wire Window 
Guards; Steel Folding and Sliding Gates; Ornamental Iron 
Lanterns; Steel Settees; Flag Poles, and many others in iron 
and wire. Cash in on this profitable business. Write for 
details. No investment necessary, and you are not required 
to carry any stock. 


THE STEWART IRON WORKS CO., INC. 
1451 Stewart Block, Cincinnati 1, Ohio 
Experts in Metal Fabrications Since 1886 


| 
| 
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RAIN 
SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Products of J. A. MATHIEU, Ltd., Rainy Lake, Ont 
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OREGON LUMBER 
COMPANY 


Baker, Oregon 


Producers and Manufacturers 


Famous "John Day” 
Ponderosa Pine 


Since 1889 


Under a sustained yield plan. New 
trees are growing as fast as we 
harvest the mature ones — insuring 


continuous operation for the future. 














You'll Get Plenty of = 
ACTION with a 


Speedy. and accurate dou- 
ble-acting set works with 


| steel machine cut ratchet 
wheel, for cutting very 
accurate lumber. 


Qeick-cligning steal head- 
block base with adjustable 
split knees with McDon- 
outh boss dogs, and rever- 
sible wearing plates for 


NO. 2 SAWMILL 
...and Fine Lumber Too! 


By actual tests, the Corinth No. 2 double-length service. 
Sawmill has proved its superiority Fast, improved heavy-duty 
in the fast production of fine lum- belt & some — 
ber—softwood, hardwood and ST a a 
mixed. This accurate mill, which ana," 


pressure gun greasing. 
may be used as a portable outfit or Steel machine cut racks 


set up on a permanent foundation, and > secusely fas- 
° : ° ° tened to split knee assure 
is so sturdily constructed, it will long life, and extreme ac- 
stand up in even the severest curacy. Replaceable with- 


services year after year. 

Send for complete specifications 
and delivery dates. For out-of-the- 
ordinary sawmill problems, ask 
for the services of a Corinth 
engineer. You can depend upon 
him to find a practical solution. 


CORINTH MACHINERY CO. 
CORINTH, MISSISSIPPI 


out removing entire knee. 
Adjustable rope feed gears 
permit easy elimination of 
slack caused by wear be- 
tween gear and pinion. 
Cast steel carriage wheels. 
Guide wheel machined to 
fit 20-lb. machined “T” 
rail track. 


18” Steel Splitter Wheel. 

















60 


LUMBER MARKET 





more are going by the wayside. The relatively sharp 
drop in prices several months ago hit the little mills 
and it has only been in the last few weeks that prices 
have turned higher. Retailers are more choosy and 
selective and will not take any and all kinds of lum- 
ber, many going back to the established mills for grade 
products. 

On the east side (of the Mississippi river) prices 
are quoted $3 or $4 a thousand higher than a few 
weeks ago. For instance, 1x6 and 8-in. No. 2 boards 
are priced at $59 to $62 a thousand, against $53 to 
$55 range 30 days ago; 2x4 and wider dimension are 
up to $57 to $59 a thousand, against $54 to $57 a few 
weeks previous. 

In finish, prices are holding steady at $150 to $160 
and flooring at $150 for C & btr. 

On the west side prices are fairly steady and 
about unchanged in the kiln-dried class, with boards 
at $57 to $50 and dimension at $62 to $65. 

Production of oak flooring and hardwoods are keep- 
ing up with the demand from new construction, but 
cannot meet the accumulated backlog that existed 
when spring production got started. 

Oak flooring prices are off about $25 from the top 
levels of early this year at those mills which were 
getting “what the market would bear.” 25/32 by 
2'4-inch clears sold as high as $250 a thousand early 
this year and now are bringing $225; same sizes in 
selections are off $25 from the $230 winter highs 
and No. 1 common also off the same amount from 
the $220 to $235 level. There is little demand for 
Victory grades, which had a top of $200 to $225 and 
now mills are eager to dispose of the lumber at $175 
to $185. 

MINNEAPOLIS——-With production now exceeding 
demand for the first time and some hitherto rare items 
being more generally available to consumer buying, 
there are indications of some price adjustments to en- 
courage resumption of general construction. For in- 
stance, sash and door items now are available to the 
individual, whereas a few weeks ago they could be ob- 
tained only by contractors and then often not as soon 
as desired. Uncertainty that brought some sag in 
prices in June and seemed to point toward a general 
decrease in prices has been replaced by a new con- 
fidence; many items have risen to or near their former 
levels and are holding firm there. This gives rise to 
expectations among contractors that something ap- 
proaching a boom in home and heavy construction 
activity is not far away. At present remodeling and 
alteration business amounts to considerable volume 
and all retail yards report encouraging demand. Lum- 
ber interests are combatting reports that lumber 
prices are excessive by pointing to labor costs, from 
production through construction, as the biggest item 
in building costs. 

Northern pine production generally now is running 
three percent ahead of 1946 pace, shipments are 20 
percent ahead of last year and 84 percent more than 
the cut. New business, while 45 percent greater than 
the output, is only 92 percent of last year’s volume. 
Five identical mills reporting on the week ended June 
28 show an increase from 1,680,000 to 1,750,000 feet 
in the cut over the week before. Shipments dropjed 
from 1,260,000 feet to 750,000, but new business 
soared from 650,000 to 1,050,000 feet. 
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FIDDES-MOORE & COMPANY 


228 N. LaSalle St., Chicago 1, Ill. Phone CENtral 5875. Teletype: CG 797 


For Immediate Delivery 


DOUGLAS FIR THE COMMANDER 
HOUSE DOORS GARAGE DOOR 
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Thurston-Flavelle Limited 


Manufacturers of Red Cedar Lumber and Shingles 
Port Moody, B. C. Canada 


The Brand to Rely on for 
Quality Products 


Distributed through the Whole- 
sale Trade exclusively. 

















THE NAME SILVER LAKE stampepD ON EVERY FOOT 
@ PACKED IN CARTONS @ 


._ i 


LOWER PRICED GRADES 


EDDYSTONE 


Mills and Sales Office 
SILVER LAKE co. Chattahoochee, Georgia prea 


NUCORD 


Sold through Regional Distributors BENGAL 
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SELLING THE PRODUCTS OF DISTRIBUTORS OF a 
*THE McCLOUD RIVER LUMBER GRHEVLIN PINE 
COMPANY 3 PONDEROSA PINE 

McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
*THE SHEVLIN-HIXON COMPANY _ EXECUTIVE OFFICE 

Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 
“Member of the Western Pine Associa- MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA) 
ion, Portland, Oregon. DISTRICT SALES OFFICES: 

NEW YORK CHICAGO ' SAN FRANCISCO 

EE 1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 1030 Monadnock Bldg. 
 Pacedeasta, Fine Uodwowk Mohawk 4-9117 Telephone Central 9182 Exbrook 7041 
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M. V. Coffey, Philip Carey, 
Ohio Candidate for National 
Commander, American Legion 

Martin V. Coffey, manager of the 
public relations division, Philip 
Carey Manufacturing company, 
Cincinnati and sales manager of 
the Miami Cabinet division of the 
company, is the candidate of the 
Ohio American Legion for the po- 
sition of National Commander of 
the Legion. 

Mr. Coffey is a veteran of World 
War I, serving in France with the 


DM THE MEWS 


fey served as commander of the 
Middletown post, Butler county 
commander, commander of the 
Fourth district of Ohio, vice com- 
mander of the department of Ohio, 
commander of the department of 
Ohio and in 1943 was elected na- 
tional vice commander of the 
Legion. He is now serving his sec- 
ond term as the state of Ohio’s rep- 
resentative on the national execu- 
tive committee of the Legion. 


As a building materials man, 
Coffey was active at the time of the 


Chris Totten, Arizona 
Secretary-Manager, Dies 

Chris Allen Totten, 67, secre. 
tary-manager of the Arizona Re- 
tail Lumber & Builders Supply as- 





58th Artillery of the first Ameri- 
can Army and participating on 
three major fronts. Upon return- 


national convention of the Legion 
in San Francisco last year in or- 
ganizing the Legion’s housing com- 


Chris Totten 





sociation, Phoenix, and for many 


ing to America in 1919 he helped mittee. He is now serving as a years active in the state’s building 
organize the Wilson post of the member of the liaison committee industry, died July 3. 
American Legion in New York and of the National Hoising commit- Mr. Totten began working with 


served as commander of this post tee. 
in 1920-21-22. 
Moving to Ohio in 1926, Mr. Cof- 


He was a guest speaker at 
several of the dealer conventions 
this last winter. 


the association in 1931. He wasa 
former member of the State Board 
of Architectural Examiners and 








Ponderosa Pine 
Sugar Pine 
White Fir, Incense Cedar 


Lumber 
Mouldings 
Cut Stock 


Tarter, Webster & Johnson, Inc. 


No. 1 Montgomery St., San Francisco e P. 0. Box 1731, Stockton, Calif. 


























TRADE-MARKED 4nD GRADE -MARKED 
Quality Lumber 


Yellow Pine and Hardwoods 


Kiln dried and properly graded. Selectively 
cut from own forests. Manufactured in 
own modern mills. 


Mg 
hn IN OUR 63rd ¥ EAR on gic pom AS pages 
JMBER MANUFACTURING ERMANENT S¢ F SI 








YELLOW PINE 


Boards, dimension flooring—plain and 
end matched; ceiling: siding: mould- 
ings: trim: box shooks and crates. 


SOUTHERN HARDWOODS 


Oak, beech, hickory and gum pre-fin- 
ished flooring and other fabricated 
wood products. 
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W. T. SMITH LUMBER 


KLLOW PINE AND HARDWOODS "HAPMAN, AL 
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Drying Foreign & Domestic Woods at 
Cross, Austin & Ireland Lbr. Co. 
Proves Moore System Is Flexible 


Conclusive proof of the flexibility of the Moore 
Cross-Cireulation System should be the drying re- 
sults at Cross, Austin & Ireland Lbr. Co., Brooklyn, 
New York. 


Lumber of many different species and thicknesses, 
from all parts of the world, finds its way to this 
plant for drying with Moore Cross-Circulation Kilns. 
The fact this firm has placed repeat orders is proof 
the Moore Cross-Circulation System has proven a 
good investment. 


Write today for information — no obligation. 


Moore DRYKILNCOMPANY 


World’s Largest Manufacturers of Lumber and Vencer Dryers 


JACKSONVILLE, FLORIDA 
VANCOUVER, B. C. 
NORTH PORTLAND, ORE 











Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 
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EIGHT WOODS, ONE REGION 
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Western Pines and associated woods are well manufac- 
tured, rigidly graded, and thoroughly seasoned in 
accordance with the high standards long established and 
sustained by member mills. 


WESTERN PINE ASSOCIATION 


Yeon Building, Portland 4, Oregon 


POWER EQUIPMENT CUTS YOUR 
MATERIALS-HANDLING COSTS! 





FG erry 


KRANE KAR" »=> 
Swing-Boom Mobile Crane 


This rubber-tired boom Crane lifts, 
totes, and spots loads up to 10 tons— 
any shape or size—any part of the 
plant or yard. Travels, and swings, 
tops, raises, or lowers the load all at 
one time —or independently. One 
man operates it, one engine powers 
it. KRANE KAR pays its own way, 
doing the work of 6 to 8 men. 








LIFT-O-KRANE 
Combination Mobile Boom Crane 
and Fork Lift Truck 
You have at your disposal a ma- 
chine that’s a MOBILE BOOM 
CRANE when you have crane work 
—a FORK LIFT TRUCK when you 
have pallet loads. For crane work, 
just fold back the forks. For fork 
jobs, quickly and easily remove the 
boom. Also obtainable as a FORK 
TRUCK unit exclusively — without 
boom; or as a BOOM CRANE only 

— without forks. 


















; Bulletin No. 65 on LIFT-O-KRANE. 


GEES 860 G3RD ST., BROOKLYN 20, N. Y. 
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the Phoenix Housing authority, as 
part of his wide interests in build- 
ing activity. 

After World War I Mr. Totten 


served on the Veterans Adjust- 
ment board and for some time was 
a member of the Wage Adjustment 
board of the National Labor Re- 
lations board. In recent weeks he 
had represented lumber interests 
in labor relations. 


Louden Given Diamond Award 
By Brand Names Foundation 
Louden Machinery company, 
Fairfield, Iowa, manufacturers of 
barn hardware and equipment, has 


been added to the honor roll of 
business firms selected by the 
Brand Names Foundation to re- 


ceive the Diamond Anniversary 
Certificate of Public Service. This 
award is for the 80 years its brand 
name has been used. 

The award was presented to R. 
W. Louden, farm line manager, at 
a recent meeting of the Des Moines 
Advertising club. Only brand 
names which have been in contin- 


uous use for 50 years or more 
qualify for the award, which was 
created by the foundation to recog- 
nize the proven value of brand 
names in their service to dealers 
and consumers. 


C. A. Upson Named Trustee, 
N. Y. College of Forestry 

Charles A. Upson, founder and 
chairman of the board of directors 
of the Upson company, Lockport, 
N. Y., has just been re-appointed 
by Governor Thomas E. Dewey as 
a trustee of the New York State 
College of Forestry, Syracuse, for 
a term of six years. 

Mr. Upson has been a member of 
the board of trustees of the state 
forestry college for the past 16 
years. 


Smalley Products Move to New 
Location, Seek Distributors 

Smalley Products company, for- 
merly located at 269 Thames street, 
Groton, Conn., has just completed 
moving to its new and larger quar- 
ters at 30 Hynes avenue, also in 
Groton. 

Distribution arrangements of 
the company’s principal product, 
the Ee-Ze-Do convertible storm and 
sereen window, have been made 








MOULDINGS 





STANDARD is SYNONYMOUS with SERVICE, 
SELECT STYLE and SUPERIORITY 


S-E-L-L 
ALUMINUM & STAINLESS STEEL 


OF BEAUTY - QUALITY - UTILITY 


MANUFACTURED BY 


TANDARD 


: MOULDING COMPANY, INC. 
640 West 134th St., New York 31, N. Y. 











NO GRE 


OSOTE) 


ALIFORNIA 






SUGAR 
PINE 


California Ponderosa Pine 
Mouldings and Cut Stock 


with the following: A. W. Hastings 
company, Somerville, Mass., for 
Maine, New Hampshire, Vermont, 
Massachusetts and Rhode Island; 
Cleary Millwork company Inc., An- 
sonia, Conn., for the state of Con- 
necticut and the Aetna Affiliated 
company Inc., Brooklyn, for New 
York city, Long Island and north- 
ern New Jersey. 

Requests for additional distribu- 
torships may be made to T. L, 
Smalley, general manager, Smalley 
Products company, Groton, Con 


Appointments and Promotions 


New purchasing agent for the 
Hyster company, Portland, Ore., 
manufacturers of lift and straddle 
trucks, is PAUL RHODES. He has 
been with the company since 145, 
working in co-ordinating and expe- 
diting of materials in the Chic:go 
office. He will now be in the Port- 
land office. 

R. S. LANGWORTHY has been 
named representative for Insulite 
Structural Insulating board prod- 
ucts in the central Illinois area it 
has been announced by Insulite di- 
vision, Minnesota and Ontario Pa- 
per company, Minneapolis. His 





SUGAR & WESTERN 
PINE AGENCY 


#1 MONTGOMERY ST 
SAN FRANCISCO, CALIFORNIA 
Pattern Lumber 


Selects and 


Shop 
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Write for technical data, tests, samples, etc. 





CRE-0-TOX CHEMICAL CO. 
z 


ms uM 2S. S., 


5 anno. | 
NTAINS 


Low Cost 


Toxic-Water Repellent Preservatives 
Chlorinated Phenol Toxic Base. Positive protection against Rot, 
Fungl, Termites, Excess Moisture, etc. Formulations to meet all 
’ official specifica tions. A profitable retail item for Lumber Yards. 


E 
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J. W. Wells Lumber Co. 


Montgomery I, Alabama 


Manufacturers 
Southern Hardwoods and Pine 
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PAUL BUNYAN’S BIG BLUE Ox 


Babe, 47 ax-handles wide between the eyes, roams the woods 
while Paul’s modern logging outfit keeps the logs rolling to 
the mill. 


Je PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 









White Fir Incense Cedar 


CALIFORNIA 


Ponderosa Pine 


SUSANVILLE 


sell 





Or i 
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REGISTERED 






























for 
LUMBER 
VENEERS 
DOWELS 
BOBBINS 


...and all wood prod- 


ucts, rough or smooth. 


INSURE AGAINST GREEN LUMBER 


. . . test moisture as low as 0% 


Avoid errors which result in warping, shrinking, cracking and other 
failures due to improper moisture control. Test flat, curved, rough or 
irregular materials—in three seconds or less—without marring surfaces. 





Moisture Register gives you accurate tests from high percentages 
to lowest ranges at the press of a button. Based on the principle of | and 
high frequency, power absorption, there's a model to meet your re- | 
quirements. Completely portable—easy to use. No points to break | 
off or mar surfaces. | yumber 


Write today for complete information, specifying type of material | 





and range of moisture content to be tested. Moisture Register Com- weRES” 
pany, Dept. A, 133 North Garfield, Alhambra, Calif. . 
- mar 

ELECTRON sorte GBB) * 

since #9° 


IGTURE 




































Meets the demands of experienced operators for 
efficient, accurate production at low cost. .Solve 
your increased output requirements with an Enter- 
prise. Send details of your set-up for our recom- 
mendations and prices. 





: Qualitv—built to tried and proven prin- 
ciples of design and construction for 
profitable operation. 








iil 


_THE ENTERPRISE CO., 328 Main St., COLUMBIANA, OHIO 
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headquarters will be in Peoria. 
WILBER J. BERG has been named 
representative for the same com- 
pany in Oklahoma and southern 
Kansas, with headquarters at Okla- 
homa City. 


E. N. W. HUNTER, acting general 
manager of the steamship division 
and assistant to the president, 
Pope and Talbot Inc., San Fran- 
cisco, will be relieved of his duties 


with the steamship division and 
devote all his time to duties as as- 
sistant to president. GERALD A. 
DUNDON, vice president, will as- 
sume the duties of vice president 
and general manager of the steam- 
ship division. W. WATKINSON will 
replace Dundon as Atlantic coast 
manager of the steamship division. 





Appointment of HENRY H. Bros- 
cious, former vice president and 
general manager of the Broscious 
Lumber company, to the post of 
manager of the Georgia Distribut- 
ing yards, Augusta, a division of the 
Georgia Hardwood Lumber com- 











Henry H. Broscious 





LARGE 
STOCK pany, has been announced. He has 
been identified with the retail |um- 
sling ber and building material industry 
PROMPT for more than two decades and has 
SHIP- been a member of the board of the 
MENTS Middle Atlantic Lumbermen’s as- 
sociation for 18 years. 
ee 





LEE BARTHOLMEW has been ap- 
pointed general sales manager for 
the Southern States Iron Roofing 
company Inc., Savannah, Ga. Mr. 
Bartholmew has been assistant gen- 
eral sales manager for Celotex cor- 
poration, Chicago. He started with 


ENGLISH TYPE-- RAIL AND HURDLE FENCE cai oroc 
Rail Fence has Chestnut Rails with 
Locust or Chestnut Posts 


WOOD PRODUCTS COMPANY -- TOLEDO [2, OHIO 











Wr 
\GZ Dressing DOES Make 


_ 


a Difference 


Well groomed, easy on the eye, beauty 
commands, and receives a second look. 
Lumber, too, may have eye appeal. Smoothly 
finished, bright, kiln dried, double end trimmed, the "dressing up" 
that KIRBY lumber receives adds to its appeal. 








It pleases the ladies too, because they are sticklers for appear- 
ance, and the lady has a lot to say about what goes into the home 
a couple buys. 





So whether you look to pleasing a man, who wants structural 
stability, and good quality, or the woman who is swayed by ap- 
pearance—you get all of this in KIRBY lumber. 





Lee Bartholmew ] 


Show them KIRBY brand lumber when they shop at your yard 
for materials to go into their home. The quality will be long 
remembered. 


Celotex in 1931, and in 1934 was 
named manager of the Cleveland 
division. Since then he has beet 
a branch manager and for a time 
was general sales manager of the 
company’s London office. 


KIRBY LUMBER CORPORATION 
Pine and Hardwoods 
Houston, Texas 


the general finishes division of 
Foreman, Ford & company, Minne- 
apolis. 








H. F. Fisk is now the heac of } 
"ee. 


In addition to his work 
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PAUL B. BERRY 


Wholesale — Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards and dimen- 
sion KD or AD, machined; also panels, shorts, 
cutoffs. 1 or more cars 5/g” and thicker hard- 
woods, mostly 4/4” & 5/4” KD or AD. Send 


me your stock and price lists. 
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Old Growth DOUGLAS FIR 


= aT ~ Sey 


Oregon-American Lumber Corp. 
VERNONIA, OREGON 

















(HERE'S WHAT \ 
FOLKS NEED 


to repair walls, floors, 
furniture, woodwork or 


Your jobber can 
give immediate 
delivery on Dur- 





ham’s ROCK- blaster. This plastic 

repair material comes 
HARD Water in powder form... just 
Putty. Packed mix with water and 


twelve 1-lb. cans use. Will not shrink. 














FOR SALE 





HARDWOOD LUMBER 


Primavera - Habillo 
Rosa Morada 








All Thicknesses & Grades 


Prompt Shipment — Market Prices 
N.H.L.A. Grading Rules To Govern 


PENBERTHY LUMBER COMPANY 


5800 South Boyle Avenue Los Angeles 11 
Kimball 5111 
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WILL NOT SHRINK 
STICKS ANG STAYS pur 


or four 4-lb. cans Sticks and stays pat. 
to case. Also 
available in 25, 
50 and 100 lb. 


drums for industrial users. \ 
























DONALD DURHAM CO., Des Moines, |! 
The PLASTIC Repair Materiai 


in POWDER Form 
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AROMATIC RED CEDAR POSTS, 


TAPERS and SQUARES 











HAINITNH 


ot Southern Harnducods 
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\BATON ROUGE, LA. 








TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 
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with established retail channels, 
Mr. Fisk will work closely with in- 
dustrial manufacturers and proces- 
sors in the lumber field. 


Appointment of J. D. FISCHER as 
manager of specialty products sales 


has been announced by Wood Con- 
version company, St. Paul, manu- 
facturers of Balsam-Wool and Nu- 
Wood insulations. Mr. Fischer 
has been New York district man- 
ager for the company since 1943. 


Companies Announce 

STANDARD LUMBER YARDS INC., 
Green Bay, Wis., has announced 
the purchase of approximately four 
acres of land in Mishicot. The com- 
pany will begin erecting a building 
supply store and lumber yards at 
once. This is part of an expansion 
program of the company for add- 


users with plywood and veneer cut 
to size and pattern. The firm, 
known as ENGINEERED PLYWoop 
PRODUCTS COMPANY, has offices and 
factory at Tacoma, Wash. 


EAGLE-PICHER COMPANY, Cincin- 
nati, has just acquired a contro!ling 
interest in the Alston-Lucas Paint 
company, Lyons, Ill. Charles W., 
Ptacek will continue as president 
and general manager of the latter 
company. 

The consolidation of PARRISH 


Propucts INC. with FEDERAL IN- 
DUSTRIES INC., has been announced, 


ing new supply stores and yards to 
those now owned in Brown, Oconto 
and Manitowoc counties. 


All business will be conducted un- 
der the firm name of FEDERAL IN- 
DUSTRIES INC. The new company 
UNITED STATES PLYWOOD CORPO- acquired the plant which manufac- 
RATION has purchased the G. A. tures the Electronic garage door 
Mason Door company, Milwaukee, opener. 
Wis., and will continue the firm as E. 
a branch warehouse. Glenn A. Ma- 
son will continue as the manager of 
the Milwaukee branch office. 


J. ST ANTON & ‘SON INC., Los 
Angeles, has announced the forma- 
tion of a sales promotion depart- 
ment to be headed by Jack Phelps, 
assistant sales manager of the com- 
pany. 


David S. Betcone, long associated 
with the development of markets 
for members of the Douglas Fir 
Plywood association, has_ estab- 
lished, and is president of, a new 
firm to supply industrial panel 


WHEELING CORRUGATING COM- 
PANY, Wheeling, W. Va., has an- 
nounced the completion of a new 
warehouse at Louisville, Ky. 














N .s 1. B. Jordan, Gen. Mgr. C. M. Jordan, Treasurer 
Prompt Serv ce On C. W. Jordan, Sales Mar. J. B. Deutsch. Detroit Mgr. 


SAW REPAIRS es 
We are continually adding new machines to increase Cl arke County Lumber Compa ny 


production and give better service. Our new surface 
grinder, just installed, has increased our production Wholesale Ferest Products 
Manufacturers Boxes, Shooks, Pallets, 


on all repair work considerably. 
Cut-downs now take 30 days or less. Gretinn ond Oddie tome. 


All other repair work done promptly. 
Best equipped saw Factory in the South. = 


o Phone: TEmple 1-2924 
J. H. Miner Saw Mfg. Co. 834 Maccabees Bldg. 
Meridian, Mississippi DETROIT 2, MICH. 
Incorporated in 1912 The Original Miner Service 


Phone: L. D. 167 
Anderson Building 
THOMASVILLE, ALA. 


























SAWMILL MACHINERY 


MANUFACTURERS of a complete line of sawmill ma- 
chinery . . . PORTABLE MILLS ... BAND MILL 
CARRIAGES ... EDGERS ... TRIMMERS ... 
SHOTGUN STEAM FEEDS ... STEAM NIGGERS... 
LOG STOP AND LOADER... AUTOMATIC FEED 
TABLE FOR PLANING MILLS. WRITE FOR CATALOG 
AND “POWER HOUSE.” 


PLANER and JOINTER KNIVES 


- also high speed knives and molding cutters 
for the woodworking industry. 


MILL SUPPLIES 


*““Everythin for 
the mechanical 
transmission of 
power. 


“TAYLOR-STILES & CO. 


Riegeisville, New Jersey 


Western Agents: 
Hall & Brown, W. W. Machine Co., St. Louis, Mo. 
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